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It used to be that when a grocer put a sign in his 
window like that he thought he was advertising. 


IN PHILADELPHIA 


some of the big grocers are now using half pages regularly, 
for advertising sells prunes and corn and tea just as well 
as shoes and dresses and millinery. 


THE RECORD 


of course isthe first paper sought. A proof of the high 
character as well as the great volume of the circulation of 
the RECoRD, is the growing demand on itsadvertising space. , 

In April, 1902, its advertisers used 523,488 lines, a gain 
of 22,404 over April, 1901. The April sworn circulation 
was 183,676 daily and 164,444 Sunday. This is by far the 
largest circulation in Philadelphia. 

Rate, twenty-five cents a line, subject to discounts. 
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New York, Advertising Manager, Chicago, 
185 World Building. Philadelphia. 1002-1004 Tribune Bldg. 
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THE RICHMOND DISPATCH 
THE RICHMOND NEWS 


Cover the Heart of Virginia 





For fifty years the Dispatcn has been 
the Leading Morning Daily Newspaper 
of Virginia, possessing an influence in 
both the homes and business circles 
equalled by no other paper. 


The News, under the same manage- 
ment, is a bright and popular paper, 
sold for one cent and devoted to the 
afternoon field, in which it supplements 
the circulation of the Dispatcn. 


They Cover the Richmond Territory 





‘‘What Advertisers Say,” rates and 
other information on request. 


J. E. VAN DOREN SPECIAL AGENCY, 
MANAGER FOREIGN ADVERTISING, 
Chicago: New York: 
1103-1106 Boyce Building, 407-410 Temple Court, 
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VoL. XX XIX. 


STANDARD _DICTION- 
ARY PUBLICITY. 


THE 


“We have never had any hard 
and fast method in advertising our 
Standard Dictionary,” said Mr. R. 
J. Cuddihy, manager of Funk & 

y Wagnalls, publishers, at their of- 
fices, 30 Lafayette place, New 
York, to a Printers’ INK repre- 
sentative. 

“Thanks to circularizing and to 
advertising in our own publica- 
tions, we started the book off with 
30,000 copies already sold. Our 
own publications at that time were 
the Literary Digest, the Voice, the 
Homiletic Review and the Mis- 
sionary Review. These first cop- 
ies were sold to all parts of the 
world, for our four periodicals 
penetrated to the most remote 
regions. About half of these sub- 

.Scriptions came through them, the 
other half through circulars. 

“Our circulars were sent to our 
own lists of names. We have been 
gathering such lists ever since we 
began publishing, in 1876, and cir- 
cularizing them constantly. These 
lists embraced the professions and 
the better classes of merchants— 

\vmanufacturers, jobbers, import- 
ers, etc. No, we did not acquire 
what are called ‘society lists,’ for 
we had discovered early in our ex- 
perience that ‘society’ people, con- 
trary to what you would naturally 
‘think, do not seem to be able to 
find time to read advertising lit- 
erature. We know, for we had 
had occasion to experiment on 
lists over and over again in con- 
nection with the Standard Dic- 
tionary, with our periodicals and 
with the numerous books we were 
constantly issuing. 

“After a thorough experience 
we feel that our own lists are best 
for ourselves, and will have 
nothing to do with the agents who 


No. 8. 


make a specialty of buying the dis- 
carded lists of mail order con- 
cerns. , 

“After the Dictionary was pub- 
lished, for a few years we sold it 
mainly by subscriptions through 
solicitors. Meanwhile we adver- 
tised in newspapers, but compara- 
tively little. Some houses might 
consider the thirty to forty thou- 
sand dollars thus expended annu/ 
ally a great deal. We used this in 
the larger dailies throughout the 
country. Our space varied from 
four inches single column to ten 
and twelve inches four columns 
wide. 

“Just before our principal or 
‘trade’ edition was issued, we blos- 
somed out in the New York dail~ 
ies, using whole pages frequently. 
Our list contained, among other 
papers, the Times, the Tribune, 
the Herald, the Press, the Sun and 
the Brooklyn Eagle. No Sunday 
editions—it is a rule of the house 
not to employ them. 

“We prefer the morning papers, 
and seldom use the evening, be- 
cause it has been our experience 
that the former are much more 
efficient for the sale of books. 
Why? I cannot tell. Another 
reason is that we do not wish to 
duplicate circulation. 

“We have never had much to 
say about position. As far as read- 
ing notices were concerned we had 
a distinct advantage. in the Dic- 
tionary. We really commanded 
them, never had to pay for them 
and we think they did us more 
good than reading notices usually 
do. Before publication. we must 
have received reading notices in 
three or four thousand papers. 
These kept the public informed on, 
the progress of the Dictionary as 
news. Editors everywhere seemed 
to feel that they were in - duty 
bound to tell their readers as 
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much they could about the 
work. 

“We keyed our advertisements 
in the dailies by the perfectly sat- 

~ isfactory system of using coupons. 
That told us much, but all the pa- 
pers that we used were entitled to 
more credit than the returned 
coupons gave. For instance, sup- 
pose that a half-page in the Times 
brought back fifty coupons. That 
half-page may have sold a hun- 
dred copies of the Dictionary, for 
we sold any quantity of the books 
“which we can credit neither to 
coupons nor to circulars. 

“When we issued our trade edi- 
tion we first began to use the 
street cars, including the elevated 
roads. We believe that the street 
cars have done more to make the 
Dictionary known throughout the 
country than all other advertising 

“mediums combined. That sounds 
remarkable, but it is a fact. We 
have been in fourteen thousand 
,cars over two years without a 
~ break—in all the cars of the large 
cities and of many small cities all 
over the land. 

“The Standard Dictionary was 
the first book which had ever been 

“advertised in the elevated cars. 
We have recently begun adver- 
tising on similar lines in two oth- 
er mediums. One of these is in 
the upper deck state-rooms of the 

~local ferry boats. Here we exhibit 
charts of the signal and pilot flags, 

“in colors, of the entire world. The 
other, entirely a new departure, is 
advertising on coastwise steam- 
ships. Here we exhibit flags of all 
nations—beautiful plates in their 
colors also. The force of these 
advertisements largely lies in the 
fact that these plates are reproduc- 
tions of those in the Standard Dic- 
tionary itself on the same subjects. 

“We have used magazines and 
found them good. Also trade pa- 
pers, especially educational ones, 
religious periodicals aside from 
our own, and special publications 
of many kinds. 

“As for circularizing, we have 
generally sent out a large descrip- 

_tive circular, containing sample 
pages of the Dictionary. The let- 
ters which have accompanied cir- 
culars have been of various kinds, 
sometimes printed plain typewriter 


as 


type. At others fac-simile type- 
written letters. On the question 
of postage, through an experience 
extending over years, we have 
come pretty clearly to know what 
is best for ourselves. I notice that 
a majority of advertisers incline to 
think that full letter postage is 
best. As for us, we have adopted V 
the one-cent plan, unsealed en- 
velopes. 

“Our advertising 
has varied greatly in annual 
amounts. We have never had any 
fixed rule on appropriations, meet-v 
ing the conditions as they arose, 
Thus sometimes we have spent for 
the Dictionary alone $30,000, and 
again the sum has reached $150,- “ 
ooo in the course of a year. 

“T will add that the remarkable 
favor with which scholars, states- 
men and nearly all the rulers— 
emperors, kings, queens, the sul- 
tan, presidents—of the world have 
received the Standard Dictionary 
has done much to establish it as 
the universal authority. We have 
not allowed any false modesty to 
restrain us from making public the 
fact that such as these have in- 
dorsed the book. But we make it 
plain that it is pre-eminently the 
dictionary for all the people. That 
has been the key-note of all its ad- 
vertisements.” 


expenditure 


—_——_“~o——— 
CATCH LINE ILLUSTRATED. 
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“FITS EVERY HAND—FIT FOR EVERY 


HAND.” —(FAIRY SOAP.) 
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Successful adver- 
tisers have always 


advertised in 


THE SUN 


That is why you 
should be among 
the number—suc- © 
cessful men seek 


each others’ com- 


pany. 


Address - 
THE SUN, NEW YORK. 
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THE J. C. AYER PUBLICITY. 


The flavor of real old New Eng- 
land seems to lurk around this 
quiet little city, in spite of its 
whisking street cars and its enor- 
mous factories, from the chimneys 
of which clouds of smoke emit and 
from the windows of which comes 
the clack of the loom and the click 
ot a hundred different machines. 

Lowell is a manufacturing city 
in the truest sense of the word, 
and its products are varied. Yarn 
and machinery, woolens and sarsa- 
parilla are the most important of 
its products. 

Lowell is probably better ‘known 
as the home of sarsaparilla than 
for any other one thing, for it is 
here that practically all of that 
particular medicine is made. 

On Middle street, not far from 
the main thoroughfare of the little 
city, stands a large building; in 
fact, two large connected buildings, 
the “home of the House of Ayer.” 
It is here that one of the oldest 
proprietary medicine companies in 
the country conducts the business 
which was begun sixty years ago 
by Dr. James C. Ayer, at that 
time the proprietor of a small drug 
store in Lowell. Year after year 
for sixty years that ‘business has 
grown, until to-day it is one of 
the largest institutions of its kind 
in the world. 


In charge of this enormous busi-* become an_ art, 


ness, which reaches to every coun- 
try in the civilized world, is a man 
who has become very popular in 
Lowell during his four years’ resi- 
dence in the city, Dr. H. 
Stowell, the general manager and 
treasurer of the J. C. Ayer Co. 
Dr. Stowell is a man between 
forty-five and fifty years of age, 
of medium height and distinguish- 
‘ed appearance. He is a cultured 
gentleman and has brought to his 
task at the head of the J. C. Ayer 
Co. one of the brightest and best 
~irained minds that has ever had to 
dco with advertising. One has 


only to talk with him for an hour, 


tc come away charmed and bene- 
fited intellectually. There is a feat- 
ure of his face that will be im- 
pressed on the mind—those won- 
derful eyes! And after you have 
interviewed Dr. Stowell you will 


be .amazed how delightfully you 
have been entertained, but really 
how little you have learned about 
his business and how much he has 
learned about yours. He does 
most of the interviewing himself, 
He is a cordial, pleasant man, who 
teems to like to meet strangers, 
even when they appear in his busi- 
est time, as the writer did. 

“The business of J. C. Ayer & 
Co. is going steadily on in the even 
tenor of its way,” said Dr. Stowell, 
ir reply to a question. “We are 
selling enormous quantities of our 
remedies and the business is stead- 
ily increasing, as it has done for 
sixty years past. We have recent- 
ly remodeled our laboratory and 
entire plant, and it is funning all 
the time practically to its full capa- 
city.” 

“T have come to ask you a few 
questions in regard to your me- 
thods of doing business, particu- 
larly your methods of doing ad- 
vertising,” said the writer. 

“Well,” replied the doctor with 
a smile, “I will be glad to answer 
any questions that do not concern 
the secrets of our business! I am 
not a zreat believer in telling other 
people your business, but I am 
sure that I can tell you all I know 
in a very short time. 

“Speaking of advertising in gen- 
eral,” continued Dr. Stowell, 
“there is no question that it has 
and one of the 
greatest arts of modern days. 
Without it no commercial business 
could possibly be successful, and 
this is particularly true of a pro- 
prietary medicine business. There 
is Ro one in the country who is 
more of a believer in advertising 
than I am.” 

“What do you consider the best 
advertising that can be done to pro- 
mote a business like yours?” 

“That is a very hard question to 
answer. Different men doubtless 
have had different experiences. I 
am convinced, however, that t 
best kind of advertising that this 
house can put out is Ayer’s Almia- 
nac. We are issuing millions 0 
ihem this year, both for our home 
and foreign trade. It is, let me 
repeat, the very best advertising 
that this house can do. The publi. 
cation was practically sus 

(Continued on page 8) j 
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for a year or so, but we discovered 
that it was one of the greatest 
mistakes we ever made. I do not 
know whether the almanac would 
be of value to other manufacturers, 
because I know nothing about their 
Our almanac not only 
has intrinsic merit, but it is espe- 
cially valuable because of its years 
of existence. Ayer’s Almanac is 
standard throughout this country 
and others. Our edition this year 
will be between 8,000,000 and _ 1Io,- 
€00,000. 

“Next to the almanac our most 
important advertising is the news- 
pepers. We are one of the largest 
users of newspaper space, and we 
have always found it profitable. 

“We use the country papers ex- 
tensively, and find them very good 
advertising. Figure it out for 
yourself. Take an average country 
Laper with from 1,200 to 1,500 cir- 
, culation. Put ina four or six-inch 
2d. Have it stand out so that 
every member of the family can’t 
help but see it. Let that paper go 


line, body in 12-point MacFarland, 
say, and preferred position, is a 
special favorite with me. People 
haven’t time, these days, to read 
the whole life of Napoleon to learn 
he relied on ‘Squegaw's Squincant’ 
as a tonic.” 

“Is your advertising done direct 
or through an agency?” 

“Direct, always.” 

“What do you think of the gen- 
cral agent and his place in the ad- 
\ertising business?” 

“Now you will have to excuse 
me. I really cannot discuss 
agents, general or special, or any 
kind. That is one thing on which 
you will have to excuse me.” 

“What do you think of the cir- 
culation situation?” Dr. Stowell 
was asked, 

“The grandest lot of men you 
can get together in this country are 
the newspaper men,” he replied. 
“Talk to one on the ‘dead square’ 
and he will give you the “dead 
tquare’ right back every time. I 
have the faith of my earliest boy- 


into these homes fifty-two timesNftood in the statements of the bet- 


a year at a cost of only a few dol- 
lars, and how can you~excel it? 

“Of course we advertise in the 
metropolitan papers also; we use 
nearly all of the large ones, but 
«hen you put a half or a full page 
in a metropolitan paper you are 
putting too many eggs under one 
~ hen! 

“Oh, no, I cannot tell you how 
much our yearly advertising ap- 
propriation is, but I am going to 
let you guess very closely. With 
the exception of three or four 
houses, I believe we spend more 
money on our Almanac alone, each 
yezr, than any other proprietary 
~ medicine house spends on all its 
advertising. With the exception 
of these same houses we spend 
more money in the country papers 
than the entire appropriation of 
any other house. Now guess. 

“We are also great believers in 
If a five 

er six-inch double column ad can 

not be written and displayed by il- 
_iustration and type so that it will 

show at least as well as the great 

majority of quarter and half-page 
ads you see, then I think it is 
time to quit the business. Indeed, 

a three-inch ad with a bold head- 


ter papers. The newspapers can 
fool you if they want to, and you 
can’t help yourself, but life is too 
short to spend it back of the 
presses ‘seeing the little wheels go 
1ound.’ We do not belong to any 
advertising association, but we get 
fair treatment from the newspapers 
just the same. _ 
“In placing your advertising, 
doctor, do you consider quality of 
circulation as well as quantity?” 
“The best friends I ever had 
cidn’t own a dollar, and they are 
so generous they probably never 
will. Having had as my earliest 
companions hens, chickens and 
geese, I know but little about that 
word ‘quality.’ The directions for 
taking our pills do not call for 
‘three for a banker’ and ‘two fora 
baker;’ they just call for ‘one 
every night.’” 
“Doctor, do you believe in a flat 
rete for newspaper advertising? 
“In other words, you ask me 1 
we must pay just as much pro fata 
tor 4,000 tons of coal as the man 
does who buys his fuel by the 
bushel? Does it look any more 
reasonable to you that the men who 
Luy 100,000 lines a year should pay 
100 times as much as the man 
(Continued on page 10.) 
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Every Week, a/nost Every Day 
THE SAN FRANCISCO 


during 190/ 


printed more inches 
of displayed local ad- 
vertising than any 
other San Francisco 
morning paper. 
That's because it 
brings Results. 


JOHN D. SPRECKELS, Proprietor 








Some Eastern Advertisers 
know a good thing when 
they find it. Read these 


Igor comments: 


C. A. RUCKER, Swift Specific Co. 
—‘ Our first principle is, by investigation 
to select such mediums as we believe will 
reach the —— and draw trade, then, if 
the price is in keeping with their strength, 
we do not hesitate to close contracts. The Cact has satisfied me in all these 
directions.” Mr, Rucker closed a two years’ contract with the CALL. 

JOHN LEE MAHIN.—''I am giad to note that the Catt makes a 
sworn detailed statement of its circulation. and that it offers every facility to ad- 
vertiser and advertising agent to verify its claims in every particular. * * | 
do not see how it is possible for the genera! advertiser to take up San Francisco 
and ignore the CALL.” 

J. L. STACK.—“ Its drawing qualities have surprised me beyond ex- 
pectation.”’ 


Circulation guaranteed in excess of 


6 O,O O © copies 


Write for STEPHEN B. SMITH, 30 Tribune Bldg., New York 
Advertising C. GEORGE KROGNESS, Marquette Bidg., Chicago 
Rates W. S. LEAKE, Manager, San Francisco. ; 
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Lys only 1,000 lines? Put it this 
wey, if you please: One visit to 
us, one hour’s talk, one hotel and 
traveling bill, one contract of 30,- 
ooo lines. Well and good. Or: 
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marked increase over the corre 
sponding time of the previous year. 
If you think a competitor is steal 
ing your business, the chances ar 
1t is not his advertising, but your 


Thirty visits to the other fellow»lack is responsible.” 


thirty hotel and traveling bills, 
thirty separate contracts of 1,000 
lines each. Which has the more 
ir. it for you? If the former, then 
give some of the profit to us!” 

“What other classes of advertis- 
ing do you consider?” 

“Practically none. I think bill- 
board and other outside display 
splendid for a remedy the name of 
which is unknown, but there is not 
a person 90 or 9 years of age in 
this country who does not know all 
about Ayer’s Family Medicines. 
Isn’t that so? 

“And that reminds me of a 
story,” continued the doctor, with 
a smile. “When I first became 
connected with this company four 
years ago my mother expressed 
great surprise. ‘To think of your 
going there,’ she said, ‘why, do 
you know that soon after you were 
torn I was feeling badly and one 
cf{ my neighbors told me of some 
wonderful new pills that had just 
come out. They were Ayer’s Pills. 
I got a box of them and I have 
never been without some of them 
in the house since.’ ” 

“By the way, how is business in 
general, doctor?” 

“Very good. Our foreign busi- 
ress is very large and is rapidly 
increasing. Our domestic busi- 
iicss is considerably ahead of last 
year. Indeed, there is a steady 
growth all along the line. You 
know,we have three factories aside 
from the one here in Lowell, and 
keep them all busy.” 

“Is it not true that some of 
these new medicines so extensively 
advertised have cut into your busi- 
tess?” 

“Why, if you admit that, then 
you might as well tell us that ad- 
vertising is of no use. Advertis- 

Ning creates business. It does not 
steal one man’s business from an- 
cther. To illustrate: Think of the 
scores of new hair preparations 
that have appeared within the past 
few years. Yet there has not been 
a month for years and years when 
our Hair Vigor has not shown a 


“Such an old house as this mug 
have old employees with it, has ¢ 
not: ig 

“Yes, indeed, we must have fifty 
people who have been with us ove 
fifteen years. By the way, we hay 
just formed ‘The Quarter-of-a 


Century-Club’ of the J. C. Aye 
Company, consisting of employee 
who have been twenty-five years 
and over in the service of the com- 
pany.”—Omaha Daily News. 


———_+or 
THE SUNDAY NEWSPAPER. 


In a sermon the Rev. Thomas B 
Payne, of Scranton, Pennsylvania, de 
voted the whole of his discourse in tel 
ing what, in his opinion, busy men and 
women, young and old, should read 
Incidentally he gave the Sunday new 
paper a fine recommendation. 

The Sunday newspaper, said he, 

like liberal religion, here to stay. 
is something in the air. It is somethi 
men want, it is something at first 
trusted, shied at, denounced, but m 
accepted as innocent and harmless, 
a blessing to mankind. When the So 
day paper first came into existence, it 
was severely denounced, especially & 
the clergy. It desecrated the Sabbath 
it was an instrument of the devil—? 
those who believed in him, which I dont 
—it did more harm than good. i 
kept men from church, lolling arouni 
the house on Sunday. And so on ani 
so forth. 


—_+~@)—_—_—_—_— 
HELP WANTED ILLUSTRATED. 


“MAN WANTED AT ONCE 10 HELP WHS 
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There are more 
Tribunes sold 
every day with- 
in the corporate 


limit of the City 


of Minneapolis, 
than all the other 
local English 
daily publica- 


tions combined. 


See report of the Association of 
American Advertisers, 
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OUT OF THE ORDINARY. 
By the Dean. 


Acting on a hint taken from a 
late issue of Printers’ INK, there 
is now being put in and outside 
of the drug stores a neat little ob- 
king enameled sign, in blue, read- 
ing: “What Have I Forgotten? 
Allcock’s Porous Plaster?” The 
distributor says it’s the only sign 
he ever tacked up where the mer- 
chants seemed perfectly willing to 
have them on their doors and even 
asked for more for other parts 
of the store. 

+ * # 


The Laxakola Co. are trying 
hard to sell stock in the company 
with a double column ad headed 
“An Income for Life,” and this is 
how the ad-expert figures it: 
“There are 60,000 druggists in the 
United States and if each one sells 
only one gross of our medicines 
a year, our profits would be over 
$1,000,000 and dividends would be 
125 per cent, or an investment of 
$1,000 would bring a perpetual in- 
come of $1,250 a year,” and then 
the ad- says 40,000 gross of Cuti- 
cura soap are sold annually, to 
show that Laxakola might reach 
this enormous sale. 

* * * 


A most extraordinary announce- 
ment has just been made in Bos- 
ton by the Weeks & Potter Co., 
who have been in the wholesale 
drug trade for nearly a half cen- 
tury. The firm intends to close 
out and offers to sell the business 
or allow the use of the firm name 
for a handsome bonus. Had this 
house ‘gone into a proprietary, as 
many druggists do, it would not 
be so easy for them to stop sales 
end liquidate the business. They 
are running a unique ad offering 
their old clerks to other houses. 
Some of the employees have been 
with them 20 to 30 years. 

* eee 

A rather queer fad is the hobby 
of a well known New Yorker. It 
is the collection of advertising 
vovelties, and among the lot are 
many costly souvenirs and special- 
ties but all used for advertising 
purposes. Oddities and eccentrici- 
ties abound in the collection but 
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with all it is interesting to look! 
cver and the collector prizgs it’ 
highly. He says Printers’ Ink’ 
aided him greatly ‘in securing 
some of his most valuable acquisi- 
tions. 

* * 

True’s Elixir, a pin .worm 
remedy, is being advertised with a 
fine series of pictures in the drug 
store windows, S@avell displayed ad 
in the newspapers and the distri- 
bution of a booklet. All in all the 
advertising is so much better than 
the general run that it is no wonder ~ 
that the business has grown since 
1851 when the product was made 
-n a kitchen to the present preten- 
tious manufactory having. six com- 
pounding vats, each with a capacity 
of hundreds of gallons. 

* * * 

Springfield, Mass., has the dis- 
iinction of having the only drug 
store in all America. It is 4 
tharmacy in the true sense of the 
term. No soap is sold, no sta- | 
tonery, not even natent medicines, 
or paints and oils, nothing but 
crugs, yet five clerks are employed 
and no soda water is dispensed 
nor is it possible to buy a cigar 
at this store. It is one ofthe old- 
cst establishments in the city and 
has a national reputation for the 
careful filling of physicians pre- 
scriptions. 


EXTRACT 


+e 
FROM 


“MEDICAL AD. 
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The 


Cincinnati 
Post 


OVER 139,000 DAILY. 
Ohio’s Leading Evening 
Newspaper. The Post 
guarantees to advertisers 
that its daily average bona 
fide circulation is 40,000 
greater than any other Cin- 
cinnati newspaper, or no 
charge will be made for the 
advertising. 


The 
St. Louis 


Chronicle 


OVER 51,000 DAILY 


Offers advertisers a lower 
rate per thousand circulation 
than any other St. Louis 
newspaper. The CHRONICLE 
has the largest number of 
exclusive readers of any 
daily in St. Louis, because 
it’s the recognized people’s 
paper of that city. 





The 


Cleveland 


(Ohio) 


Press 


OVER 117,000 DAILY. 


One of the largest and best 
advertising propositions in 
the country. The Press 
has double the circulation 
of any other Cleveland news- 
paper. In April the Press 
carried more paid advertis- 
ing in six days than any one 
of the other Cleveland pa- 
pers carried in seven. 





The 


Covington 


Post 


OVER 12,000 DAILY. 


The only newspaper pub- 
lished in Covington, and 
has the largest circulation 
of any daily publication in 
the State of Kentucky, out- 
side of Louisville. The buy- 
ing public in Covington and 
vicinity can not be reached 
by any other medium. 








The above desirable newspapers 
are the four strong publications 
comprising the Scripps-McRae 


League. The combined circula- 
tion of these four papers is now 
over 315,000 copies daily. 
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NULIFYING THE ADVER- 
TISEMENT. 


oT By Joel Benton. 


That is a very illustrative rural 
simile, which finds world wide ap- 
plication, of the cow which always 
gives a full pail of milk and then 
invariably kicks it over. We do 
not need to go to the farm, or to 
the back woods to see it. 

A store or business may possi- 
bly succeed in preparing the best 
and most alluring advertisements 
the newspapers have to show. 
These advertisements may prove 
sO unique as to catch every eye; 
type, picture and position may 
leave nothing to be desired; the 
phrases used may be positively per- 
suasive, and all else that is desir- 
able may be in them. But what 
do these things profit, one and all, 
if the customer when he reaches 
the store, or buys the proprietary 
article, finds nothing like what he 
has reason to expect. He is then 


reininded of another bucolic pro- 
verb based upon that farmer’s ex- 
ploit who undertook to shear his 


squealing hog. The result was “a 
great cry and little wool.” 

It may do very well for the 
claquer of a tented side show which 
travels the country through, and 
obtains necessarily a new field to 
exploit each day, to revel in super- 
latives over his Circassian beauties, 
his fat woman, his living skeleton, 
or his learned pig—for those who 
are defrauded by not seeing what 
the claquer proclaims cannot 
punish him by their abstention 
from the next day’s show. The 
show will then be too far away 
to tbe affected by their resent- 
ment. 

With most businesses, however, 
prosperity is directly drawn from a 
stationary and neighboring public. 
If that public is reached and 
pleased by an advertiser, his paid 
for space represents money well 
spent. But if he has somehow 
drawn the public and failed to 
give them what he loudly prom- 
ised, he has more than _ nullified 
all his glowing story. For it is 
not only the pleased customer who 
tells, but the displeased one tells 
still more. Resentment, it must be 
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remembered, has a sharp tongue 
and never forgets to repeat a dam- 
aging indictment. 

The effects of advertising are 
only slight where it merely reaches 
the eye—when the proclamation is 
observed but not deeply felt. The 
cumulative power comes from 
making people talk. If just one 
customer says “Go to Jones and 
Smith’s for your groceries,” the 
advertisement is mightily rein- 
forced, for a dozen or more will 
hear this disinterested advice and 
go. Still more than that will re- 
sult, for each one of these dozen 
will himself say the same thing to 
his friends, and they again to theirs 
ina wonderfully growing arithmet- 
ical progression. 

But suppose a dealer has adver- 
tised liberally and faultlessly, and 
then serves his customers so ill 
as to make them talk the other 
way. It were better for him if he 
had never advertised at all. He 
will get the chorus of opinion, to 
be sure, and it will spread likewise 
in arithmetical progression—but to 
his damage instead of to his ad- 
vantage. 

Many persons will remember 
placards and advertisements that 
offer certain wearables at half 
price and have been induced 
thereby to drop in the store where 
they were offered. On looking at 
the goods it would be found that 
they were of unusual sizes from 
which the ordinary person could 
not be fitted, or they would be 
cotton and not linen, or they would 
be of an objectionable style. If 
the customer objects to them, as 
he must, at any price, the suave 
and oily dealer will then show him 
the right sorts and sizes at another 
counter, marked in full price. 

He goes out, of course, and 
doesn’t buy—but he reflects. He 
has been led out of his way simpiy 
to be trapped into an unsatisfactory 
bargain. 

When Barnum said “the Ameri- 
can people love to be humbugged,” 
he did-not mean “to be cheated.” 
He meant that they liked a practi- 
cal joke, a humorous trick. He 
always insisted that they want 

“their money’s worth” and a little 
more if possible. But the moral 
needs no further parable. 





Se ee He Vee eS ee 
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GRASPING OPPORTUNITIES. 


Sometimes an odd chance may 
be responsible for a whole lot of 
advertising. Numerous instances 
of this have been observed in the 
past, as when, in 1891, the cholera 
scare put the whole of the United 
States in fear of the contagion be- 
ing imported from Europe. Before 
the alarm had subsided, hundreds 


INSTEAD OF 
MEAT 


Quaker 
Oats 


FOR 


BREAKFAST 


of new remedies for ‘contagious 
diseases had been put upon the 
market, and many of the old ones 
had come forward as “specifics” 
in cholera cases. Of course they 
were all widely advertised, so it 
proved a good thing for the news- 
papers. 
Another instance is seen in the 
recent rise in the price of beef and 
“other meats. First came the pro- 
tests of the press and people, then 
the assertion that beef was not 
necessary to existence, then the 
claim that a vegetarian diet was 
Lealthier from the cereal foods 
people. 
All the prepared oats that have 


been on the market for years, all 
the breakfast foods, etc., jumped 
into the breach at once with great 
spaces,’ anxious to draw attention 
to their own health-giving proper- 
ties. It was as if some epidemic 
had broken out suddenly and that 
meat was the cause and these pre- 
pared foods the cure. 

Quaker Oats, “Force” Food, 
Grape Nuts, and a long line of 
similar articles grasped the oppor- 
tunity to profit by the temporary 
unpopularity of beef and did con- 
siderable extra advertising. It is 
only reasonable to suppose that 
the advertising was profitable, for 
the poorer classes, probably swayed 
by the pinched pocket book rather 
than any other reason, forswore 
the use of meats and bought the 
vegetable foods said to be “just as 
good” for family consumption. 

Whatever be the merits of the 
case it is certain that the outcry 
against beef put many thousands 
of extra dollars in the pockets of 
newspaper publishers. So far as 
the “Meat Combine,” actual or 
mythical, is concerned it never did 
any advertising to amount to much 
in the public prints. 

+o 
THE ONLY EXCEPTIONS. 


One advertiser told me that he felt 
strongly tempted to show the door to 
the representative of any publication 
that did not give him a reliable state- 
ment of circulation, and that he would 
not use mediums concerning whose cir- 
culation he did not possess this informa- 
tion. The only possible exceptions are 
those publications to which he had been 
able to trace results that pretty accurate- 
ly fix in his mind the value of their 
circulation. This latter method costs ag- 
ricultural advertisers hundreds of thou- 
sands of dollars——American Agricul- 
turist. 








THE WASHINGTON 
EVENING STAR 


will introduce an advertiser to more homes 


and reach more of the 
Washington 


tomers in 


of cus- 
other 


best class 
than all the 


Papers published in the city added together. 
M. LEE STARKE, Representative, 


Tribune Building, 
NEw YorK. 


Tribune Building, 
CHICAGO. 
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CONFESSIONS OF A DRUG- 
GIST 


ACKNOWLEDGES THE EVILS OF SUB- 
STITUTION, AND PROVES HIS SIN- 
CERITY BY INCLOSING HIS CHECK 
—BIG PROFITS HIS TEMPTATION. 


There are few questions more 
vital to general advertisers than 
that of substitution. Prudent, far- 
ceeing dealers do not substitute 
because they know that this prac- 
tice will offend thinking customers 
and ultimately injure their busi- 
ness. F 

Honest. conscientious men do 
not practice substitution because 
they do not believe it to be fair 
dealing. 

Substitution is only one form of 
theft. 

Mr. A. P. Stirrett, of Toronto, 
has made a confession of his short- 
comings by issuing a circular to 
his customers asking them to allow 
him to make restitution, as far as 
possib'e, for the harm he has done 
them, and has forwarded to the 
secretary-treasurer of the Pro- 
prietary Articles Trade Associa- 
tion a check towards making 
amends to advertisers for the in- 
ag he has brought to their trade. 

Stirrett has-shown himself 
a port of courage in taking this 
step, and his example should be 
sufficient to make other dealers 
consider the questionable means 
they are using of increasing their 
incomes. 
Mr, Strrrett’s Crrcutar LETTER TO THE 

CiTIzENsS OF ToRONTO. 

Dear FELtow CitizEns—As you are 
aware, I have sold my business to J. 
A. Thompson, of Queen street. I hope 
you will extend to my successor the 
gvod-will you have favored me with. 
take this opportunitv of thanking you 
for your kindness to me in the past. 
No doubt my manner of life, ways of 
Lusiness, etc., have been a sort of won- 
der to many. 

I would like now to make known to 
you that the impulse I have exhibited in 
the accumulation of money has not been 
for selfish purposes. Ever since coming to 
you it has been my desire some day to 
be allowed to go as a missionary to 
heathen lands. From a financial stand- 
point the time has apparently arrived, 
but since selling out God has convicted 
me of some sins which I must now 
ccnfess, and if necessary, make restitu- 
tion for. 

One thing was this. when selling goods 
at my counter I did not always consider 
your welfare as much as I considered 
my own profit. I sometimes persuaded 


you to take the article which afforded 
me a big profit in place of the article 
which you intended buying. I am sorry 
now for such things, and if any one 
feels that they: have been defrauded, mis- 
led, slandered, slighted or hurt by me 
in any way, I will be very glad to meet 
such an one or have a letter from such 
am one, at my lodging place, No. 12 
Gladstone Place, and make matters O. K. 
God opens the way for me to go as 
a missionary, I just ask first that you 
give yourself to God and then help me 
by your prayers. Yours sincerely, 
Anprew P. Stirrett. 


Mr. Strrrett’s Letter To Mr. Leves, 
Sec'y-TrEAS. OF THE P. A. T. Asso- 
CIATION. 

Dear Mr. Levee—I want you to pre- 
sent this circular at the meeting of your 
Association. You may omit the first 
part, but give them to understand that 
I will try to make matters right by 
giving a check in favor of the Asso- 
ciation at large, so as to thereby benefit 
each member thereof. Let them name 
the amount and you let me know their 
decision. ANnpREW P. STIRReETT. 


Mr. Levee’s Repty. 

Dear Mr. Stirrett—I regret indeed 
that I was not in my office when you 
called; however, I can assure you that 
your communication will be placed be- 
fore the Proprietary Articles Trade 
Association of Canada, and will have 
sincere and due appreciation. 

Our Association represents almost one 
hundred different manufacturers, the 
largest number of whose preparations 
are for sale in the city of Toronto, and 
every dollar expended in advertising 
creates a demand for the different prep- 
erations, and makes new customers for 
the retail druggist. But in the face of 
this the manufacturers lose many thou- 
sands of dollars owing to the fact of 
some druggists oe or offering 
other goods when certain lines are 
called for. I am sure that the members 
of our Association have no _ reliable 
means of stating what has been done b 
any particular druggist, therefore t 
leave the matter entirely in your hands, 
and if you believe that you are indebted 
to any manufacturer tor substitution 
certainly that matter will have to lie 
entirely with you, and if you deem ‘it 
advisable to donate a _ check to our 
Association, the same will be placed with 
your letter before our membership. I 
sincerely trust that your health may 
Icng be spared in order that you may 
carry to a success your missionary 
work. This world needs many more 
such men as you. Yours very sincerely, 

L. S. Levee. 


Mr. Stirrett’s Letrer INCLOSING 
CHECK. 
Mr. Levee, Sec’y-Treas. P. A. T. 

Association: 

Dear Str—Replying to yours of re 
cent date, I feel in all honesty, that we 
as druggists should not try to influence 
customers for monetary consideration, 
nor should we try to interfere with 
customers who are in reality yours. I 
confess that in the past 1 fave not 
acted as honestly in the above as I now 


, en eee 


goa 
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deem well, so kindly accept this check, business cards ranging in size from four 
which I hope will in some way help to agate lines to as many inches regularly 
mend matters. Yours trul appear in the columns of the Star than 
ANnpREwW P. Seranerr. in any other paper extant. The Star 
is the leading afternoon paper in its 
field, and taking advantage of that fact 
it offers the modest advertiser the low- 
est possible rate for continuous adver- 
tising—that is, 5 cents per line per day 
Mr. Robertson: for a period of three months or longer, 
L. S. Levee, Esq.: with a small additional charge of 1% 
Dear Sir—I beg to acknowledge, with cents per line for changes. The big 
thanks, the receipt of check for $25.50 advertiser using 100,000 agate lines in 
in aid of the Hospital for Sick Chil- the Star within a year pays 6% cents 
dren. I confess that I cannot restrain per line. 
a smile as I read your letter. I wonder This is an example that every lead- 
if there are “any others.” It seems to ing newspaper in the country can well 
me that we might have many thousands, afford to emulate, and it is a consum- 
yes, thousands upon top of thousands, mation devoutly to be wished by the 
if a few more would do as a retail modest merchant everywhere. 
druggist did on retiring from business. ——_+or— 
Yours faithfully, CO-OPERATION. 
Ross Rosertson. Co-operation is healthful in almost 
REE. -<pgeR any line of business, and especially is 
PUBLISHERS WHO _ GIVE THE this true in connection with the publicity 
MODEST ADVERTISER A advertiser and dealer. The owner of a 
CHANCE REAP THE RICHEST proprietary article is willing to spend 
REWARDS. kis money to make purchasers, and only 
“Great oaks from little acorns grow” asks that the dealer will co-operate with 
was written long before newspaper ad- him in supplying to people who desire 
vertising attained its present degree of to purchase it the article which is ad- 
importance to the commercial world, but Vettised.—Progressive Advertising. 
the lesson it teaches is one for every 


eS 
newspaper publisher to keep in mind Classified Advertisements. 
— contemplating the modest adver- 








The check referred to above was for- 
warded by Mr. Levee to the Hospital 
tor Sick Children, Toronto, and brought 
the following acknowledgment from 








tise Advertisements under this head two Unesor more, 
Few publishers smooth the way for without é inoue week iu advance 

the user of small space. Some of them 

seem to think that to do so is to jeop- WANTS. 

ardize their position with the big ad- HE TIMES DEMOCRAT. Charlotte, N. C., leacs 

vertiser. This is wholly wrong. No de- all semi-weeklies in the 

partment store owner will cut down his HF CHARLOTTE ow renal the list of 

advertising because the smali dealer on afternoon papers in North Carolina. 

the next block is paying a little lower 7 ANTED—Circulator for daily. = aanae 

rate for small space in the same paper. Address “ M. T.,” care Printers’ 


Instead, it is more than likely that he \yEW ad scheme. mint g° daily. Plan 10c. 
will increase the size of his ads so as 4N Cir. free. THE DEA pate Copley 8q.,Boston. 
to overshadow the little fellow’s modest V J ANTED—Good original short stories on 
announcement. proval. Address UNITED PLATE & P’ 
Publishers should name their lowest C”., Canton, O 

rate to the ay nye yn uses : set TIVATION wanted es new fy 
space in every issue of the paper for a xperien on large es. erences. 
period of three, six or odie months, Address “L. B. 2,” New Paris, Ind. 

This will encourage the modest mer- More than 200,000 copies of the morning ge 
chant to advertise. It affords an op- +*4 tionof the World are sold in Greater New 
portunity to educate him up to a proper York every day. Beats any two other papers. 








appreciation of the benefits to be de- FFICE man, og poses — ee ry os in 
rived from systematic, judicious, con- 6, Bp hi ont Bs a 3 ust 
tinuous advertising. i 


Wh , tb — Printers’ Ink. 

en the smai usiness begins to sepeenae 

grow from the effects of such advertis- * a oa had practical experience eo 
ing the modest imerchant is bound to be to-date methods. References. Address “ R.W.P.” 
inspired with an ambition for still great- care Printers’ Ink. 

er success, and he naturally expands 


F Fag want a good position position in either Kay = 
his advertising. But, even should he business end of a qhaner ‘our 
not enlarge his space and continues application with the NATIONAL. 1 MPLOYMENT 
steadily on with his modest daily card, cing 


it is fa 7 ANTED—Reliable person to solicit adver- 
Pe = better for the publisher than W tisements —y ay Wy 
uf he did not advertise at all. cago and one in Boston. Liberal pay. TEACH. 
The newspaper that carries the largest ERS’ GAZEITE, Milford, N. Y. 


number of small ads is invariably the 
DVERTISING SOT.ICITO! ICITOR, first class, wants 
leading newspaper of a community. It A position on metropolitan daily. Keferences 
is this daily advertising that constitutes from present em) oo and results guaranteed. 
the backbone of a newspaper publishing Address“ M. B.S.,” care of Printers’ Ink. 
——. It should be —— gad en- ARRIED Litera ary ability end torodanring 
couraged in eve ery way. t is the seed perience. cas) yers for Sapsing: 
;,. Business-bringing g sdvertivements 8. 
on spretini® Sdvertisers are contin. AGPEE YE GcuinE, P.O “P.O. Box 408, New York. 
A notable example of the careful 7 ANTED—To trade country weekly in La 
nurturing of modest advertisers is found W ling, ed == oe ae 


0} 
R. R.. 
in the Washington Evening Star. More thousand. “IMMEDI TE” som ot ae to sett 
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ANTE Good bs nasties, with experience ond 

ability, can interest and man. 
agement of the ARKANSAW TRAVELER, Chi- 
nable terms. terms. Give full partic — 


he try publishers can learn o' 
to increase their cieuietion., No 
aivhicaN ind for the advice. Address TH 
= LITERARY MAGAZINE, a 


I ae oung man with experience and want 
position as advertising man on daily paper. 
Am able to write ads that please. Will go any- 
where. References. Address “H. P.,” care 
Printers’ Ink. 


Morean is doing lo lots of ad placing in 

papers. rite him for what you 
want. He ta! me tions also, and does not 
quaree as much as . a ae — Ad- 
dress C. W. MORGAN, Woods 


I* you knew of oti Sanne ene: 
perience and abili 5 ~4 advertising wor 
would come to work for = - a nominal 
until he had vat pesey ability, would you 
write him! 4LDO,” care ¢ care of Printers’ Ink. 
$1 0 IN cach will be given a given to the person send- 
ing the name that will be used for a tab- 
| It has proven to be a better health restorer 
any tablet or pil, now on the market, 
SOSEPH HODGSON, Mitchell, Ontario, Canada. 


TS publishers of the of the Chicago Is: pane de- 
engage the a ofa eves 
y the 


‘who 
ry 


ish autor? to fill the ition left on. 
death of Dr. Julius ise (“ da ony Aah At Ad- 
dress LEO WISE 18 00., 804 De $24 Dearborn S cago. 


ep ay advertising man m & prosper- 

— in a New England pe of 25,000. 

Yow h ae experience, who will soon 

be able to take entire ca: 
start. A 


dd 
care Printers’ ink. 


ANVASSER wanted to sell Privters’ INK—a 
journal for advertisers—published weekly 
at five dolilarsayear. It sonehee the science and 
ractice of Advertising, and is highly esteem 
the most successfu advertisers in this coun- 
and Great Britain. 


try commission al- 
lowed. Address PRINTERS’ INE’ No. 10 Spruce 
8t., New York. 


I WANT a position as adwriter and manager. 
—— 28 years of ive, tactful ae 


nner a? 


* many lines, bo’ 


yarceful. 
wholesale and n financial field, 


AVE YOU ANYTHING TO SELL IN EUROPE! 
A well- —- business man, who can give 
the m e as to his b 





ity, ete., and whe goes to Europe every sum- 
mer, woujd | like to represent an American man- 
ufacture’ patentee who wants agencies estab- 
ang RO} or a Fane placed, in Bureve. Address 
UROPE,” Box 893, Philadelphia. 


wes ivery advertisement writer to se- 
cure a copy of our book of ready-made 
advertisements. 4. veritable mine of su - 
tions and catchy mtains over 
hundred exam les Of effective ads. Invaluable 
ase Heng ht st paid on a ae a 
> id on receipt of price, 

Bent post P. ROWELL & CO., 10 Spruce 8, 
New foe York. 


pie OF F PUBLICITY—Expert pur- 

iS, Commence rand manufacturer of print- 

ing, = of catalogues, brochures, circulars, 

deviser of novelties,editor ‘of per for salesmen, 

, seeks new = 
uate. librarian ; 

. 8. civil i... 

proofrea ders’ examination. Prominent refs. 

* IRVING,” care L.R. R. Roberts, 316 Broadway, N.Y. 


yy anoracrcnens RS SEEKING SOUTHERN 
DE, ATTENTION. 
Open to o> ena June ao 
= aaeee man and u 1 up 
on credits roughest the South 
official ition with one of the 
oldest firms in the South), desires an opportunity 
where ability will have more scope to develop 
and secure ———— commensurate there. 
with, prepared to secure A handle tcaveling 
lesmen. 34 of age married. To those 
interested, address P.O. Or Box’ 20 New Orleans, La. 
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W ] ATED Bepertonced stereotyper. A man 

machinist and is famil- 

iar with tee go of turni 3 news and mis- 

cellany poate. Aman who had experience in 

a plant of this a ind Bnnorrs Ad- 

dress. Stat ng salary expected. REOTYPER,” 
care Printers’ Ink. 


MBUSOAL & L ADVERTISERS. 
r 

that needs an ad. 
vertising or 


D 
and outs of the medicine business, who is not 
afraid of work or msibility, who can 
inate and develop schemes a keep the 
ie stocked, who is able = e winning 

b— y and make low contrac 
r fora firm that wishes yr the sale 
of some new or little known medicine, and 
make it popular and profitable. I have done 

this ; I can do it again. 

am 80 confident of my ability to make 
money for my employers in either of the sit- 
uations this advertisement solicits that my 
pone A can be determined by the results of 


ork. 
address “CONFIDENTIAL,” care Printers’ 
—— +e 
CAPS. 
ANBURY HAT CO.,N. Y. 
Caps quick—any ad embroidered on. 
COLOR PLATES. 


HEAP COLOR BLOCKS for catalogue core, 
blotter designs, oe. | MAIL CUT CO., Phila. 





FOLLOW. UP SYSTEMS. 


Lig matter telling all about them free. 
THE SHAW-WALKER CO., Muskegon, Mich. 


——__+o > 
UNIFORM CAPS. 


STIMATES and sa aps samples promptly furnished. 
DANBURY HAT 22 Desbrosses St., N. Y. 


MAIL ORDER. 


Be MONEY made 4 mail-order business. Our 
plan for startin; nners is remarkably 
successful. CENTRAL SUP. CO., Kansas City, Mo, 


ee 
ELECTROTYPES AND STEREOTYPES, 


eee or stereot; cuts. When 
ood ones, order from Bright's « and 
Relia ble, t. Louis Klectro' = Foundry, No, 
211, North Third St., St. Louis, 





+o 
STOCK CUTS. 


w= YOU SEEa Maes cut you vant, weil 
f and mail to wu re —s 
send you a good plate fro “yA 
over column wide. MAIL. Cur 60. Piitindelphise 
+e 


SUPPLIES. 
D, WILSON PRINTING INK CO., Limited, 


r 
V e of 17 Spruce St., New York, sell more mag- 
azine cut inks than any other ink house in the 


trade. 
Special prices to cash buyers. 


PREMIUMS. 


ELIABLE goods are » trade builders. Thou- 
sands of paggestive premiums suitable for 
ublishers and others from the foremost manu- 
‘acturing and wholesale aor = ¥e~ and 
kindred lines. 500- catalogue 
free. 8. F. MYERS CO., 2 Maiden Lane, Y. 


eeeenemnn ll ratccnpenesen 
PUBLISHING ae --~aad OPPORTUNI- 


- A 


_ than, $25.00 a a votes ago f for less 
an AS an average of 
pow ed a year in dividends, and increased in 
jue more than an ayerage of $25,000 per. 
ae over since. 

There are more good opportunities which I 
know of. If you are desirous of taking advan: 
Sage of such, par} have the ability and means, it 


a = Ld me. 
I vey jes lass and trade yo. 
:. means, "SS Broadway, N. 
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TRADE PAPER FOR SALE. 


LEAN-CUT publication for $3,000 which will 
make $5; eB ear. A class directory. 
EMERSON P. HA ‘S, 263 Broadway, N. Y. 





PAPER. 


F you use Coated Book Paper, send to us for 

samples and prices. Three Lae ih lines in stock. 

BASSETT & 8 HIN, 45 Beekman 8t., New York 
City. 


TO LET. 


mo LET— “Eases, ofiece, of No. » Sevues a. 

Ren $ respectively pply 
to GEO. * oROWELL & CO., owners, On the 
premises. 


PRESS CLIPPINGS. 


Wey Ay = STATES PRESS CLIPPING BUREAU, 

153 La Salle St. ee Clippi to or- 
der onany subject from current erican 
newspapers. 


++ —____ 
ELECTROTYPES. 


y JE give special attention rg a J of good 
electroty pes for a ’r ads. 

of-ttown work done om city. Pra SBRCK 

ELECTROTYPE CO.,, 24-26 Vandewater St., N. Y. 


MULTIPLATE PROCESS PRINTING. 


LETTER HEADS on a fine linen paper 
5,000 for $8. Send forsamples. Other 

things just as cheap. CLARK & ZUGA ie 
Printers and Paper Dealers, 88 Gold St., N. Y. Cit; 





COIN CARDS. 


ING COIN MAILERS, Bape l Mass. Sam- 
_ tage $1.60 per M in large lots. 
g PER 1,000. Less for more; om printi 
ay THE GOIN WRAPPER O., it, Mich. 


+ 


CARBON ‘PAPER. 


ARBON papers for pe, meil, stylus and 

typewriter. — 50 varieties for the 
asking. A liberal ¢ cm les for 10 cents 
in stamps. WHIT LD CA IN PAPER 
WORKS, Red Bark, N. J. 





ee 
A DDRESSING M4 MACHINES. 


[enow —, your ur old m mailer. Fire it os. 
Never mind — it cost ; it’s coming 7; 
more to maintain 

F.D. Belknap’s - Rot 

Send for booklet. F. D. ELENAP” 

way, New York. 


PRINTERS’ MACHINERY. 


JE BUY, SELL OR EXCHANGE 
Printers’ machinery, material and supplies. 
em all foundries. 
es a furnished. 


lity abov 
CONNER, FENDLER & CO.,.N. ¥. City. 


aeaneeniiipanan 
M: {ILING NG MACHINES. 


HE DICK MATCHLESS M/ MAILER, lightest and 
quickest. Price $12. F. J VALENTINE, 
Mfr., iis Vermont St. Buffalo, N. Y. 


N°,22 type | mands - the Walla Wallace & Co. 
of from it “a y- r 
cent over a scheme he aetee does ithe 
work of forty expert penmen dai 
in = -simile ty: bring a yon 
rs, envelopes, automati 
yA] _— of 100 minute, “Gor enseees has 
y so-call addi ing machines to 
sopear | y the market, but oe ‘machine is the 
ccessful and economical 


ers ap- 
—}, se our machine 
ie iidoree our 9 Murray St, N.Y. City. 


NEWSPAPER BROKER. 


H. SMITH, Newspape r Broker, Earlville, Ii. 
« Reliability, discretion, promptness. W: 


ee 
STEREOTYPE See 
Cong Staples “stereotypin 


——" $13.50 
ee ) wer circular saw, AT iron, $77. 
ENRY. at RS, 240 E. 33d 8t., New York. 


conpaneesenntiiiiipsiiatasian 
TRANSLATING. 


DV phe pone pron need: the servines of ex 
mauntonts with THE f CANADIAN TRANSLATING 
BUREAU, Room 23 Ferrier Block, 1588 N 
Dame St., Montreal, Can. 

Specialty Translation of English into French. 





Ss voceaneeE Sane ADS. 





r details egarding 
same address MAX BURG, New Ulm, Minn. 


HALF-TONES. 


a TONES for either the the new or 
department. THE STAND AL + y ENGRAV- 
INC CO, OF NEW YORK, 61 


C.—1 col. -half-ton ae 
80°s Special wwe and bases ax “hiker 


H "pers. ext cuts, coarse screen, for ne 
extra deep. Single col., ‘a; di 

col., #20. A cash with order e deliver 

free re in U. GRANT ENGRAVING 

co., feat North Ninth St., Phila, Pa. 





Leadership in any line 
is due to more things 
than merit. Merit is a 
* mighty good thing to 
have as a foundation, but 
a foundation isn’t a cu- 
pola, and the cupola is 
the thing that sticks up. 


You may lead in merit and lag behind in ad- 
vertising that merit. If you lead in quality of 
your product, you should maintain that lead- 
ressing "ship i in the ‘advertising of that product. Let 
your announcements be as far superior to the 
announcements of your competitors as your 
ome and methods are su aed to theirs. 

ewspaper, magazine and trai space 
is like farm land. Work it properly and it 
pays. Letit run itself and nothing will hap- 
pen but taxes. 

How would you like to have your adver- 
tisements become the most conspicuous and 
most talked of in your trade? 

Write to me about it. 


CHARLES AUSTIN BATES 


VANDERBILT BurLpinGc, New Yorx. 





PRINTERS’ 


PRINTERS’ HELPS. 


ONDS, CERTIFICATES and DIPLOMAS. 
for samplesand py 

blanks, to be completed b 

variety of —— A a 

Lithographers, 105 — 8St., New York. 


ADVERTISI. NG@ 'N VOVELTIES. 


| me puspese of inviting announcements 
of me ising Noveities likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


ADE FROM SPIKE NAILS. Knives, forks, 
i ms, ci box openers, etc. Best adv’g 
novelty, best seller at resorts. Samples, Pan-Am. 
Expo’n souvenir, 15c. Booklet for aski WICK 
HATHAWAY’S CONCERN, Box 100, ison, O. 


i ee 
MISCELLANEOUS. 


UBLISHERS’ Comman At, UNION ;a credit 
agency covering all advertisers and a 
every publisher meet 8 it. os at — 
Chicago, or Temple Court, New York. 


HEBODEGA XXxx XX WHISKY. omenn brand 
——— old, one gal. or 4 full quarts, $ 
Send p. o. or ex. order. J. W. qeRLN AN 

Cco., Distillers, 321 Tremont St., Boston, Mass. 


NTED-—Good hustler, er, with experience -— 
ability, can secure ft rest and m: 
agement of the ARKANSAW TRAVELER, "Chi- 
¢1go, on reasonable terms. Gi Give full particulars. 


Ts advertiser has facilities for furnishing 

information of all surts obtainable from the 
Governmen ments, and the service is 
rendered for a moderate compensation. Address 
A.V.L |, 729 E h 8t., W: » D.C. 





BOOKS. 


D*esaruaet STORE DIRECTORY. 
$1 postpaid. 253 253 Broadway, New York. 


AKING A COUNTRY UNTRY NEWSPAPER Text- 
for newspaper makers. Worth i 
weight in gold in practical instruction. Suijecte 
- the man, field, plant, r, news, head- 
ings, circulation, advert , daily, iaw ; how to 
make a newsierand better paying pa 
t news, advertising, peed atm h 

it. Saves e, lessens worry, tycos money. 
dorsed by ee Na pewparer en. Bound in 
cloth, $1 po MINION COMPANY, 
334 Dearborn Bt., ,~—, 


EADY-MADE ADVERTISEMENTS. Messrs. 
Geo. P. Rowell & Co., 10 reso 8t., New 
York, send the Caveat a handsom: page book 
entitled “ ee. — ‘Advertisements, ” ‘The 
book contains, ides other valuable informa- 
tio examples and styles of advertising for al- 
m wuss For and others 
who write their own aavertisements this little 
— will be found invaluable. The price is only 
ne dollar.—Caxton Caveat. 
orThe book will be sent to any address u 
ceipt of one dollar. GEO. P. ROWELL & CO. 0 
Spruce St., New York. 








ELS 
BUSINESS OPPORTUNITIES. 


100, 00 CIRCULATION 
weeks in Illinois 
penne r~ pers. $10 for five lines. Send 
oy an ce to CHICAGO NEWSPAPER 
t NION, 7 —— St., New York. 


NCREASE income wihow ts + of time, invest- 
ment of mon: bu: 


r week for four 
or a 


neg! si- 
Ton connection with the FINAN- 


rty St.,N. Y. No mat- 
noledies and sample copy 
= — 


T WENTY per cent annum business for sale. 
; 4 na rhea in sens as § and 
electro jan poms e largest cities on 
pa t Lakes Cleared over $7,000 last year. Illness 
only reason for se ooiing. A rare opportunity for 
right man. FiSHER, 638 Ellicott Sq., B 0. 


PENINGS FOR NEW EW STORVS—It you think 
ite If vea 


‘oing to 
and the right man 
. _ Advice and my services 
FREE to men who mean business. 
G. 8. BUCK, 187 Quincy St., Chicago. 


INK. 
ILLUSTRATORS. 


AVE YOU TALENT fay 


NG! 
Send for free lesson -¥ 14 and rms to the 
National School of icature. We teach 
mail aiso. Day and ht classes from model. 
The only wheat of its kind in the world. 
McCARTHY, Director, 
NATIONAL SCHOOL OF CARICATURY, 
Studios, 87 World Buildin ng, 
New York City. 


——_~o>—___ 
FOR SALE. 


‘TSR host city in North Carolina is Charlotte. 
NEws reaches twice as many of its peo- 
ple as any other paper. 


HE best county in North Carolina is Mecklen- 
burg. The Traes-DEMOCRAT reaches twice 
as many of its people as any other paper. 


OR SALE—AI or one-third interest in well 
egg daily ning —_ -weekly Republi- 
= r ood open or young man. Ad- 
yd ,’ care Punters ink, — 
FRE gm whole or part,a newly estab- 
lished and stationery business, with 
bent,” Prospects, in be 5 city. Address 
* care Printers’ Ink nk 


= opportuni x to bay a first-class family 
—~ years inone of our 


ters’ Ink, 
OR ‘SALt—Brighit_mnehi —~ ie sate journal, 
ith a good name and a ma: list of 18,000 
Fey | circulation 10; 

ons. ———— —_ 7x9 ine 
published as a house See © the firm wish 
discontinue. Would a money maker if 
ery independently. Address M. W. LEE, 12 
uth Canal St., Chicago, ll. 


VERY issue of PRINTERS’ INK is religiously 
read by many newspaper men and printers, 

as well as by advertisers. If you want to buya 
paper, or to sell a paper, or or ink, the 

to do is toannounce your desire in a classi 
qnvestioemnens in INTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
8t., New York 

- 


ADVERTISING ‘MEDIA. 


I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 0 cents, Ni New York City. 


25 a r inch per day: PRise e ee: 
4 0 PRE. 5 times, 2 cer conte. DAILY Sas 3 





oprLerion. city of Brockton, , 40,063. 
he Brockton ENTERPRISE .- re the city. 


Ruce the best Southern farmers by plantas 
your om FARM AND TRADE, Nashvilie, 
Tenn. Only 10c aline, 


A™ person same in PRINTERS’ INK to 
the amount of $10 or more is entitled to re 
ceive the paper for one year. 


Biecepens., St. Paul, atin. monty. Cirew 
lation 25,000. Advei $1.25 per inch 
per insertion, or five cts. a 1,000 of circulation. 
eh erase. D. 5.836, W. 5,100. 
rang, ‘cal pap paper. 
ntatives, 
Bldg., New York City. 
a Newmarket, N. J.— 
@ rate’ 10c. nompareil line. Close 
non, \ 
d request will bring sample. 


NLY 50c. per iine for each insertion 1 ante 
list of iby country’ pape ve, penueee ane 


York, New 
UNION PRINTING Goel ‘4 Vandewater 


EOPLE who want to reach Western 
with their business mone oa 


La obsteg MAXW 


DVERTISERS’ 
cculati 


ith’ ‘A’ postal 





S Pee (5 Rr r 


ORFF “Fed F851 


PRINTERS’ INK. 


RUBBER STAMPS. 


UBBER STAMPS—Send for complete cata- 
logue. ee oe ver man Ty; ta 
WILLCOX, Mfr., Hamburg, N 


———_+or+—___ 
ADDRESSES FOR SALE. 
O*F thousand new and astoste® Restore New 
York add friPS Os p cally, 
one dollar. G.H. PHILLI Ogdensburg, N. Y. 
4 ADDRESSES of women living in pros- 
1 () perous Western communities, $2.50 a 
thousand. i af hi, rh-class list for mail order 
.necialties. N. E. L'ECUYER, Box 168, St. Al- 
bans, Vt. 


PRINTERS. 


NOTEHADS, $4. Good paper, good 
5,00 co . Send co} y and oy cosh wt with 
order. JOHN CETT, Printer, Delphi, Jnd. 


antag ote er-heads, gues or unrnied, 
50 pedro. Ct First-class work, Brome 
free. CA TRAL SUP. CO., Kan. 


ou are not satisfied where pee | -— try us. 

Ta do all kinds of book or 

rinti: rompay, and satistactorily. N 
RINTENG CO , 5 Vandewater St., New York. 


SMALL SPACE WELL USED. 
How often you hear somebody say : “ Now 
there's a small space well used. It stands right 


hical arrangement caught 
the eye and m at small ad stand out more 
prominently than one twice its size, but not so 
wel! layed. 


One of the things we particularly pride our- 
pee on, is this ability for setting advertise- 
ts that are bound to be seen, no matter what 
is they occupy in the paper. Your local 
inter probably has not the equipment for doing 
t we have, p ay he doesn’t know 

how as well as w 

We furnish ele cerck ps too, if you like. 

This is only one of things we do for advertis- 
ers—the printing of catal mes, booklets, circu- 
lars are some of the other t 

We make them af out oft e crowd too. 

PRINTERS’ INK PRESS 
So Spruce St., New York. 


RE CHELTENHAM PRESS. 
Booklets, Printed Matter 
of all kinds. 
Positively no Competitive Estimates. 
Established 1897, 
and has done work for 
Rogers, Pest & Co.—Brooks Bros., 
W. W. Astor, 
McVickar & Co.—The Haberdasher. 
Gorham Co., silversmiths—Kaskel & Kaskel 
Many others 
of the Best Class. 
THE CHELTENHAM ADVERTISING 
SERVICE. 
Newspaper and Magazine Advertising 
Planned, Designed and Placed. 
Positively no Split Commissions. 
Recently established 
and responsible for the 


New York newspaper advertising of 

Brooks Bros., 

Criterion Hotel. 

A.B. Kirschbaum & Co., 

Wallach’s Hats. 
Others of the Best Class. 

10 FIFTH AVENUE. 
Telephone 1919 18th Street. 
We have just prepared a booklet about compe 

tition. It will be sent on request. 


MEN’S HATS. 


7 TRY A DANBURY HAT. 

We will duplicate in style, -_- i, Sonteeae- 
ship and finish for $2 any y retail 
stores in New York Ff ANBURY. Eat CO., 

22 Desbrosses St. and 'W. 125th St., New York: 


EXCHANG CHANGE, 


oO EXCHANG K—A good Cs good California farm for a 
Re newsp’r or controlling interest therein, 
$7,000 to $10,000. W. J. LEAN, San Jose, Cal. 


XCHANGE what you don’t want _ some- 

thing you do. If you have mail order names, 
stock cuts or something similar, ona want to ex- 
change them for others, put an adve: id 
PRINTERS’ INK. There ‘or thie obably many pe’ 
sons among the readers of this paper with c tom 
you can effect a speedy and advantageous ex- 

The price for such advertisements is 

25 cents per line each insertion. Send along your 
advertisement. 


SS 
ADVERTISEMENT CONSTRUCTORS. 


DWIN 8S. KARNS, writer and promoter ot 
profitable advertising, A 671 E. 48d St., Chi- 


RITING NEWSPAPER ADS is ey 
with WILLIAM L. Gaeace, Oh 

If you need ya wri 

Gee illust: a, THE 
ART LEAGUE, “New York, make =. best. 

Explain business and wishes for particula: 


3 ADS for $1. Written for you, not sorestsped. 
1 will make your Tee sell goods. 

is not “hot air.” rite, with data, to C. W. 

DARLING, taundenen > Be 


oa r for expensive advertising 

lp ¥ you fill it with business- 

geccing ry prong 7S ustrated. ples. COM- 
EENSE ADVERTISER, Saginaw, Mich. 


E re and produce adverti: ising 
W that diaber rises booklets, folders, mailing 
cards, IVY When ee u need good adv’g 
write’ GORH & STEVEN! Bridgeport, Conn. 
WRITE sensibie, ey ade fiust honest talk for 
booklets, circulars, ad ustrate and print 

too. My literature free to interested people. 

ROSS D. BRENISER, 
Keith — dg., Philadelphia. 


A tee LARGE ob ape +f tage cf the advertising done 
om uff. I’m mortally 
* tralia sed youre is of t thie: sc = Five of my kind 
—the right 7 built for any business under 
the sun, for with order. i’ aad 
TOWNSEND, 450 Vermont St., Buffalo, N 


D CONSTRUCTORS wiil find our a of 
peaty-mase advertisements of great assist- 
reparation of advertisements, The 
C talns over five hundred specimens of 
good advertising, any one of which may 
an idea for your ad when you stalled. Sent 
ra4 on rece! = of prize, Address GEO. 
WELL & CO., 10 Spruce he : New York. 
DWRITERS and designers should 
column to increase their business. The 
price is only % cents a a the 
of any medium published, le 
tion and influence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use ay’ as Boyne 
began smai] and kept at it. ara do like- 
wise. Address orders, ERINTERS INK, 10 Spruce 
St., New York. 


P*RHAPS your eye ve that fal falls “there this may be 
the very one i aeoks—vis. e of ome 
one just about to 


ms to be—thorouv hly “ Fup to 
date”’ ie fully realized, and due weight given to 
the FACT that in these days only such can pay 
for their distribution. I make all such things, 
after a manner of my own, an 


I gain new cus- 
tomers for my wares by sendi Lo SAMPLES 


for themselves—and for Mi. 
write me in a manner ~ 
business I will glad 

ples of my “‘ doings. 





id: 
FRANCIS I. MA E, 
402 m 8t., 
Philada., Pa. 





22 


American Newspaper Directory. 


For more than thirty years Mr. Geo. P. Rowell 


PRINTERS’ INK. 


Next to our be! inside knowledge of newspaper 





has tried to give advertisers definite cir 
statements in his American Newspaper Directory. 
Fe —— he has encountered would have 

y other man, and made him 
iasoe up ag hands and quit longago. The prog 
ress made been slow, but whatever that 

progress Xa to is due to his courage, his 
voraistence and his long maintained purpose of 
giving fs facts. Single handed and alone, with 
of dodgers trying to pull 

him down, he has gone along from vear to — 
printing the only directory in which 
pear that are founded mpon 5 ewer 
mation.—B. M. Moses, Sec. and 
Chemical Co., New York. 








iy infor. 


The American Newspaper wapaper Directory is cngh ly 
inveluable to oversee ly who has any connect 
the press, whether Pin the counti 
department, and although it 
learn of a successful co’ 
ti % a and mye ey | of t the 
nformation furnished by the jonwe * ew: 4 
r Directory is so tar ahead of all imitators t! 
it stands practically goss. —A Maurice Low, 
Representative Boston Gi lobe, Washington, D.C. 


We find that we get a cores San of | of o> 
be ob- 


-room or 


receive other newspaper directo: is; but 
the fact that we pay cash for Ours n addition 
shows that we cannot place the same dependence 
upon the “free list.” We nich your Directory ts 
the te faithful —— in which your 
jiled. H. Haunen, Advertising Dept. 
Southern’ Railway, Washington, D. C. 
At present a business is running along at 
such a rate as make it quite sure that this 
pens total ‘will be 4 over $1,090,000. T 
home grhy rectory is — of the absolute neces- 
sities he ‘business ie toreee the business 
ws, the mor ars does the Directory 
ome for I believe it is the -_ ya of 
the kind that real effort to ascertain 
and mate —_ = rcirexlation of newspapers.— 
Chas. Austin Bates, New York. 


Tam looking owenes to receiving the new edi- 
tion with a great deal of anticipation as, al- 
though the a ewspaper rectory 

nt pasted reached a high state of perfec- 

ago, thereis ala something 

new of value ‘in « cach’ succeedin ng edition. Itis 

regarded as the standard of ert — oe ee the 
Southern Railwa: 

senger Agent Sou 


About three years ago I was induced to discon- 

1 was told that 

as yours. 1 found 

that this was not so, as your Directory is by far 
the best, and 1 compliment you upon the com- 
Directory which 

of which I have just 
ike (Newspaper - 


‘ta. Rang Hard 
hern ern Ry., ¥ Washington D D a 


pact appearance of 

7s py arouses oul 
a copy.—Henry 

fing’! Bureau), New York. 


e had occasion to :ook up iy peas 


Sree we had a half dozen directories +i 
es in oar siice, we purchased a copy of 
id used it as eee tandard in the 
= hand.—L. B. Jones, Eastman 
.» Rochester, N. 


The care with which the American Newspaper 

a yt is — the inflexibility of its meth- 

pores ies for exact knowl en- 

ie +5 by its publisher and the comprehensive 

e of the work make it almost indispensable 

to the general advertiser.—Artemas Ward, Pub- 
Vaher of Fame, N. Y. 


a. root h page of the American Newspaper Di- 
half be abe reathes the, desire of its publishers that 

its —_ be absolutely correct in every statement 
it —F. R. Batchelder. Clerk o oe gf 
on aed wd Currency, House of Rep’s, U. S. 





ved through our traveling men 
and other disoct py we are guided mainly 
b d information contained —! 
rectory.—Brent Goode, President Carter Medicine 
Co., N. ¥. 


We should hard}: Wy know how to get alo: 
out the i rican Newspaper Directory. 
it b; 4 all odds the most complete and reli- 
able guide that the advertiser can make use of; 
in fact, we use no oh ed —R. V. Pierce, President 
Stee canara 


e think your present way of stating circula- 
tion’ is the ideal one, and we consider your Di- 

Wena only a nee help to us, but a neces 
sity. nuh th jiate the value of your publica 
tion so — that we buy at least one copy each 
year.—A. C. Meyer & Co., Baltimore. Md, 


with- 
e re 





The American Newspaper Directory is aboutas 
important a part of our business machinery as 
we have in our office; we do not know bow we 
could fs f—. | well without it.—A. J 
ive. Uv Kennedy Geuperetiom: 


We have not been without a copy of the Amer 
Directory since we have been 
space, and feel that we 
without one at hand.—Scott 
Bowne, New York. 
m. find it the most complete and reliable of all 
wspaper directories, and would not exc! 
it for all other directories 
Scott, Adv. Mgr. the Sierra P' 
St. is, Mo. 


have made use of the Am:rican wtook pan 
Directory for a number of = and look 
it as an authority on a 
Ham, Adv. Mgr. Centaur New Ye 


ory oeattaiarte Bowe we te 
t ten years, and could not get aloes Saale 
t.— Walter Baker Co., Ltd., Boston. 

ty on one wea — an 
R. rens, Pabst 


The American Newspaj 
ce} as standard autho: 
culation in this office.—J. 
Brewing Co., Milwaukee, Wis. 


We have used your Directory fro 
fi e, and have always consid 
most reliable publication of its kind 
Fowle & Son, , Mass. 


raered it it 
kind.—Seth W. 


Yours is the only Directory w 
others free, but yours is the onl 
the Warner, Adv. Mgr 
Co., New Yor! 


The book is certainly the finest Vehere War 


j.we 
5 one dant fi 
‘R. E. Diets 


the subject that can be found anywhere.— 
stan Dixey, Adv. Mgr. Iational 
Co., Dayton, O. ¥ 
We find it = uncertain undertaking to 
newspapers pg any other standard.—F, A. 
tenheimer, Adv. Mgr. Robinson-Danforth Co., 
Louis, Mo. 
Our advertising depesunent has always 
the American Newspaper Directo me. 
fenty and reliable.—C. I. Hood 


1 believe it carries great weight with the lead 
ing a .—C. F. i Fa Treas, Wilmer 





It seems to be an admirable via in every 
respect.—Lyon & Healy. Chicago. Ji 


It is more than a piacer mine.—J, BR. Ly, 
Portland, Me. 








PRINTERS’ INK. 








see 


Every advertiser in America is inter- 
ested in the work of the American NeEws- 
PAPER Directory as being a_ practical 
guide and an indispensable source of 
information. The recognition of the Dr- 
RECTORY S value by American advertisers 
and the best newspapers of the country is 
wholly based on its merits, 


Two Books for 1902. 


During the current year the Directory 
is issued twice, viz.: the issue which has just 
left the press and the revised volume to be 
issued October 15. 1902. 


r- 
m= 
ve 
ott 
E 
10. 
per 
Pi. 


ess «86% 








tad 
=E4 


$5° 


Tue AMERICAN NewspaPerR Directory directs millions 


of doiiars of American advertising. It's the Standard 
Everywhere. 


34th Year : Cloth Bound and Gold +: Over 1700 Pages 
$5.00 per Volume 


Sent, postpaid, upon rece1pt of price. 


ADORESS: 


GEO. P. ROWELL & CO.. Pubi.shers. 10 Spruce Street. New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
t@r Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a be 
in Sevanee. dullars a hundred, No 


Being printed from planes, it is always pos- 
le to issue a new edition of five hundred cop- 
r number at the same rate. 
desiring to subscribe for PRINT- 
ERs’ Ink for the benefit of adv; vg y 
application. obtain special co: en 
tr If any person who has not paid for it is re- 
ceiv PRINTERS’ INK it is because some one has 
subscribed in hisname, Every — is stopped 
at the expiration of the time a 
ADVERTISING RAT! 
lassified advertisements 25 ‘conte a line: six 
words to the line; measure; 
a line; 15 lines to the inch. Spec: 
—- twent “ave | per cent additional, if grant- 
; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 


NEW YORK, MAY 21, 1902. 


Tue “Show Girl,” a summer 
opera lately put on at Wallack’s 
Theater, contains a piece of music 
written by E. E. Rice and called 
“The Empire State Express Gal- 
lop.” As there is every likelihood 
that the attraction will run some 
months, perhaps Mr. George H. 


jes fe $30, 
es for ora 
Publishers 











Daniels is to be congratulated. 


THE Joseph Dixon Crucible Co., 
Tersey City, uses a pencil ad which 
begins thus: “How do you buy 
pencils? Do you rush into a’sta- 
tionery store and say, ‘Gimme a 
pencil?"” The Little Schoolmas- 
ter always thought this a brisk 
beginning, and a natural one, fit 
tor almost any medium, until he 
saw it recently in an educational 
journal. Then the policy of ask- 
ing prim, grammatical school- 
marms whether they said “Gimme” 
seemed rather questionable. 


“Enercy will do anything that 
can be done in this world; and no 
circumstances, no opportunities 
will make a man without it.”— 
Goethe. 


MIGHTY as are steam and elec- 
tricity in the domain of industry, 
they are but shadows of the might- 
ier power of concentrated thought 
as expressed in type and spread 
before the world. To let the world 
know through type who and what 
and where you are, and what you 
have that this great world wants, 
is the secret of success, and the 
printing press is its mightiest ma- 
chine to that end—Thos. A. 
Edison. 


PRINTERS’ INK. 


AN advertiser’s space in a, te 
liable medium is the means of in 
troducing him to a large number 
of prospective purchasers. On 


‘ what he says and how he says it, 


depends to a large extent whether 
or not he will profit by the intro- 
duction. 


Mr. Horatio Stapces of Port- 
iand, Maine, enjoys an occasional 
dinner with the Sphinx Club so 
much that he recently wrote to 
Mr. W. W. Hallock, the Club's 
Treasurer, asserting that rather 
than be deprived of the pleasure, 
he would sooner miss a seat on 
the jury in the nastiest divorce trial 
that ever crowded a court room, 
For a man from a _ prohibition 
State, where scandals are so much 
enjoyed, this is high praise for Mr, 
Gibson’s Club. 


R. Hoe & Co. are just finishing 
at their works, No. 504 Grand 
street, New York, what they say 
is the largest and finest printing 
machine in the world. It is forty- 
five feet long, two stories high, im 
tended to do the finest halftone 
work, and will deliver from four 
to seventy-two pages, with or 
without covers of different colors 
of paper and ink. This mammoth 
press is built to order for the 
American Agriculturist and 
said to be a great improvement in 
the matter of halftone work over 
Mr. Collier’s wonderful rotary, 


Tue Furniture Record, Grand 
Rapids, Mich. has compiled a 
booklet of letters from advertisers 
testifying to its worth as an aé 
vertising medium and “explaining 
why that periodical is one of the 
seventy-eight out of 20,879 desig- 
tated with the gold marks in the 
American Newspaper Directory.” 
The volume is called “@O—and 
Why,” contains forty testimonials 
received in a single month from 
twenty-six States and Canada, and 
1s a most luxurious piece of print 
ing, being done upon stippled pa- 
per throughout, with a colo 
frontispiece. The designing, en- 
graving, printing and binding are 
the work of the paper’s own me 
chanical plant, the “Plenary 
Press.” No other journal of its 
class is accorded this high rating. 
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Tue Coming Events Publishing 
Company of Philadelphia affixes 
the following stamped notice to 
their stationery : 

To ADVERTISERS: 

If we can’t prove a circulation of at 

least 5,000 copies monthly 
DON’T PAY THE BILL. 

Has anybody ever heard of that 

paper before? 


SoMEHOw or other the advertiser 
who places the most business and 
uses the most space can always 
spare five minutes for conversation 
with any of the ungodly who may 
tappen along on actual business, 
even though it be an advertising 
solicitor. The advertiser who is a 
lig toad in an undersized puddle, 
however, is the most liberal user 
of legends such as “This is my 
busy day” or “No advertising will 
be placed this year.’”’ The secret 
of this strange state of affairs is, 
perhaps, that the man of large op- 
erations is a good conserver of 
business energy, and gives routine 
affairs into the hands of routine 
workers. The other is an unwise 
general, and instead of directing 
operations gets down into the har- 
ress and sweats his soul out haul- 
ing little insignificant details about 
in a push cart. 


In the matter of window dis- 
plays, remember that there are 
many persons who make selections 
irom outside, seldom entering a 
store until they have settled upon 
scme definite article. More es- 
pecially men. Perhaps you buy 
that way yourself. When a man 
has no exact notion of what he 
wants in the way of suit, ties or 
overcoat, he will spend a week’s 
odd moments in window-gazing. 
When he sees something that he 
likes he enters the store, and not 
before. Women are not diffi- 
dent about bothering clerks, but 
the male human never quite rids 
himself of the notion that he is 
encroaching upon somebody’s pre- 
cious time when he hauls over 
goods without intending to buy. 
He seldom goes out of a store 
without making a purchase, and he 
as seldom comes into one until he 
has decided what he wants. That 
decision is generally made from 
the window, 


Tue Brooklyn Eagle has invent- 
ed an odd device for building cir- 
culation. People in the City of 
Churches, like their fellow humans 
everywhere, have the habit of mov- 
ing about May 1, and the Eagle 
undertakes to simplify matters for 
their friends by printing their new 
zddresses. Both old and new ad- 
dresses are printed and no charge 
is made for the service. 


Tue Aetna Advertising Agency, 
Geo. E. Brodrick, manager, doing 
lusiness at Norfolk, Va., has the 
impression that the New York 
News was justified in claiming 
“Largest circulation in the United 
States” unless the paper enjoyed 
a still larger circulation in some 
cther country. This being the way 
Mr. Brodrick considers it proper 
te deal with such a statement, ad- 
vertisers are advised to watch 
closely the statements which Mr. 
Brodrick puts out, because they are 
Vable not to mean always exactly 
what they appear to mean. He 
may be a deceiver whose words 
are true yet convey a wrong im- 
piession. 


In some of its phases champagne 
advertising is a most expensive 
and intricate form of publicity. 
George A. Kessler & Co., Ameri- 
can agents for Moet & Chandon 
White Seal, recently asked for an 
ir.junction restraining one of their 
agents from accepting employ with 
Fred de Bary & Co. In the pro- 
ceedings it was shown that the 
firm had engaged this agent in 
1899, permitting him to spend $10,- 
oco the first year and $20,000 the 
second, to introduce and keep their 
brand before the wine-drinking 
public. It was also shown that 
such a wine agent must have 
special knowledge, experience and 
training, and be socially fitted to 
mingle in good society and, by his 
genial personality, induce consum- 
ers of champagne to drink and pur- 
chase his employers’ brand. The 
special nature of his work makes 
it impossible for anyone else to 
take it up, and he is, therefore, the 
enly medium for reaching his 
clientele. Upon his contract with 
the firm this agent was allowed 
$400 per month and unlimited ex- 
penses, 
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Tue unsuccessful man waits for 
comething to turn. That’s Micaw- 


berizing. The successful man gets 
out and hustles 
things upon his own account. 
that, usually, is Advertising. 


and turns up 
And 


Don’t waste energy striving 
aiter what advertising journals call 
“the ring of truth.” Just put in 
the truth itself—the whole truth 
and little else—and it will ring 
loud enough, you may depend. 


From the Richmond & Backus 
Co., Detroit, Mich., comes a packet 
ef booklets which speak well for 
the yuality of printing done by 
that firm. Most of them appear tc 
be of that well-known class in 
which effort has been limited by 
the customer’s appropriation, but 
all have been made as effective 
as possible for the price. Some 
are really original in color schemes 
ard combinations of different pa- 
pers, and all show able handling of 
type and ornaments. The best of 
the lot is a brochure for the De- 
troit Home and Day School. 


IN a recent issue of the Con- 
gregationalist and Christian 
World, Mr. Edward P. Clark, of 
the New York Evening Post's edi- 
torial staff, attributes the growth 1n 
modern newspaper circulations to 
the fact that the papers them- 
selves have been democratized. 
Formerly they were purchased reg- 
ularly only by people of some 
means, but to-day the humblest 
laborer has his daily paper. He 
helieves that the “yellow” journals 
cwe much of their success to this 
fact, although to the Little Schooi- 
master it appears as though the 
shoe were on the other foot, and 
that the sensational journals had 
done much to create a vast news- 
paper-buying public. He also ex- 
presses this opinion of the New 
York Times: 

Experience in the metropolis has dem- 
onstrated in one notable case that a 
one-cent daily on a _ respectable basis 
can be made a money-making enterprise, 
the New York Times having won the 
fevor of both readers and advertisers by 
living up to its motto, “All the news 
that’s fit to print.” It 1s safe to say 
that no other development of journalism 
in recent years has so profoundly im- 
pressed newspaper makers everywhere as 
this significant fact. 
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As a rule, if it is worth two dol- 
lers to write a six-inch single- 
column ad, it is worth double that 
amount to compress the same story 
into two inches of space. Most 
adwriters know this through ex- 
perience, but it is almost impossible 
to charge for work according to a 
schedule based upon this fact. The 
business man who knows little of 
the mechanics of writing considers 
payment by the inch a fair method 
of compensating adwriters. It is 
almost impossible to explain the 
principles and difficulties of con- 
densation to a man who has never 
tried adwriting himself. But the 
udvertising man of experience 
judges ads rather by their manner 
of telling a big story in a small 
space rather than by the number 
of agate lines they contain. 


On May 7 the Reid, Yoemans & 
Cubit drug store, 140 Nassau 
street, being two years old, cele- 
brated its birthday with music, 
Cecorations, rejoicings and a mam- 
moth distribution of samples. 
Thirty thousand of these were 
given away, including tiny bottles 
of perfume, sachets. puzzles, minia- 
ture tubes of dentifrice, novelties 
end the countless things that the 
manufacturer gives the retailer 
when he sends in a. large order for 
goods. The business men who 
pour through Nassau street are 
populariy supposed to be heedless 
of everything but the dollar, but 
they stopped making millions long 
cnoug: to attend this purely busi- 
ess function, gathering in such 
numbers that five detectives and 
two uniformed policemen were 
necessary to handle them. Nearly 
10,000 glasses of soda water were 
sold over the counter, and every- 
body seemed sincerely glad that 
the store had arrived at its second 
lirthday. Reid, Yoemans & Cubit 
is a firm composed of what some 
trade journals invariably call 
“hustling young’ men of genial 
personality.” Many predecessors 
in this store failed to make it a 
profitable enterprise, and their suc- 
cess shows what can be done by 
good store management. It is cer- 
tain th:t such a celebration inter- 
ests people and gives a store wide 
publicity at a moderate cost. 
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Tue New York Journal com- 
mendably follows a_ suggestion 
which the Little Schoolmaster has 
often made. Namely, that it is 
the duty of newspapers to assist 
in protecting the interests of large 
proprietary concerns from whom 
they derive a large portion of 
their income. A relentless follow- 
ing up with editorials like the one 
reprinted from the Journal of May 
8. 1902, would soon disgrace the 
cowardly substitutor and impostor. 

We again call attention to the dis- 
honest practice of substituting an in- 
terior article for that which is demand- 
ed, on the ground that the one substi- 
tuted is “just as good.” 

The druggist who indulges in the 
game of substitution is open to criti- 
cism from many points of view. 

In the first place, he is ungrateful to 
the men who manufacture, and who, 
through widespread publicity, promote 
the druggist’s business and profits. 

lf a man spends hundreds of thou- 
sands of dollars in advertising, and as 
a result sends customers to a druggist, 
ii is extremely ungrateful as well as 
dishonest for the druggist to prevent 
the normal sale, and for the sake of 
a few extra pennies to substitute an in- 
ferior article. 

Substitution 
public. 


is dishonest toward the 
The druggist is asked for a 


certain remedy or other well-known and 


article. 
that he has 
good” or 


valuable 

He replies 
else “‘just as 
often adds: 

“I make this myself and know what 
it contains.” 

As a matter of fact, 
never makes it himself, he does not 
know what it contains. - He simply pa- 
tionizes one of the numerous concerns 
that make a business of putting on the 
market cheap substitutes to deceive the 
public. 

If a druggist offers you something 
“just as good,” you may be sure that 
he has not a very high opinion of your 
intelligence or of your importance. He 
dces not tell his best customers what 
tiey want to buy, he does not tell them 
that chey don’t know what they want. 
He takes good care to give them just 
what they ask for, because he wants 
to keep their custom. 

For those whom he considers inferior 
or transient customers he reserves his 
phrase about something “just as good” 
that he makes himself. 

If you ask a druggist for a certain 
article and he offers you something else 
“just as good,” tell him that you know 
what you want, and that you will 
patronize a drug store that gives you 
credit for ordinary intelligence. 

ou might ask the clerk who wants 
you to take something ‘“‘just as good” 
whether he will accept a button in place 
of the half dollar owing him, on the 
ground that the button is “‘yust as good,” 
and that you know personally what it 
contains. 

The substituting druggist who wants 
a dollar will not accept anything else 


something 
better, and 


he rarely or 
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“just as good.” He reflects on your in- 
telligence, he thinks that you don’t 
krow what you want, or believes that 
you will not insist on having it, 

The system of substituting encourages 
adulteration of goods, and encourages 
dishonesty. It discourages the work of 
energetic men. It is the duty of the 
public to stop the practice, and that it 
can easily do by patronizing merchants 
who keep and sell what the public wants. 


Tue Matthews-Northrup “Com- 
plete Press,” Buffalo, N. Y., has 
collected some of the favorable 
things said of its booklet, “The 
Golden Dozen,’ and made them 
into a fine brochure. Along with 
the Little Scholmaster’s good opin- 
ion go others from seventy-five 
publishers, printers and advertis- 
ing men. The typographical 
scheme is at once original without 
being “freaky.” The brochure is 
accompanied by a neat calendar for 
May, printed upon heavy board in 
gold leaf, with a process reproduc- 
tion of Madison Square Garden 
tower, in which the Matthews- 
Northrup New York office is lo- 
cated. 


Now that advertising has be- 
come so largely a matter of fol- 
low-up systems and business liter- 
ature, a knowledge of printing is 
more necessary to the advertising 
man than it ever was. Display can 
safely be left to the skilled com- 
positor, or—a better method— 
abolished altogether in favor of 
neat body type. But a knowledge 
of papers, color schemes, binding, 
engraving and other details of 
printing is a priceless possession to 
the advertiser who has it. With 
such knowledge the advertising 
man can get the best there is 
agoing for his appropriation. He 
can devise many odd little things 
that while as inexpensive as com- 
monplace printing, will yet be 
striking and carry the impress of 
costliness. Some of the most suc- 
cessful adwriters and advertisers 
in the country are those who can 
get up new designs for unique 
booklets and folders, using cheap 
and ordinary materials in new 
combinations that give them 
freshness. Good taste will carry 
cne far in such work, but the me- 
chanical knowledge of printing 
will carry further. In some re- 
spects these two are synonymous. 
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A DIAMOND DIADEM. will notice that, the Times is given the 
pense in this leaflet, 


3 distinction it in 
A kingly crown proposed for the the Little School 
Pittsburg Times by the advertising Ah th fair in his dealings 
f the Pittsbur Times with the newspapers. _ Sometime jwhen 
manager O g you see the “sage of Spruce street” you 
seconde Mr. Perry might impress on his mind that of the 
.. the New York repre- papers _mentioned in his circular, the 
. ; hat 11 Times is the only one of all that took 
sentative of that exce ent paper, cther space when it was unable to get 


acknowledged (so Mr. Lukens the same space as that occupied by t' 
DiAMOnO OIADEM 
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i eect OD er 
says) by leading advertisers as the Washington Star, In ons judgment, 
best advertisin medium in Pitts- this is evidence that we have a higher 
_ g regard for the value of PRINTERS NK 
turg. 1 as an advertising medium than any 
Pirtssurc, April 23, 190%. of the other papers mentioned, for the 

Mr. Perry Lukens, Jr., No. 29 Tribune jeason that when we could not get what 
se st Yea en: eel = wanted, we were willing to take what 
can Sts—Please note the inc ose PRINTERS’ INK would give us. 
leaflet sent out by Printers INK. You In this connection, you might also 
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srggest to the editor of the American 
Newspaper Directory that papers-of the 
cvaracter of the Pittsburg Times, the 
Philadelphia Record or the Chicago 
Laily News ought to have symbols, 
equal 1f not superior to those award 
papers designated as “bull’s-eye”’ papers. 
Something better than refined gold ought 
to be used to designate papers which 
tave character and at the same time 
laige trustworthy circulations. We are 
willing to permit Mr. Rowell to start a 
new feature for Printers’ Ink with the 
Pittsburg Times. He might use a dia- 
dem of diamonds to signify the striking 
merit and prominence of papers worthy 
the symbol. Yours very truly, 
C 


R. SutpHen. Advg. Mgr. 
The Pittsburg Times. 


New York, April 25, 1902. 
Mr. C. R. Sutphen, Adv. Mgr. the 

Times, Pittsburg, Pa.: 

Deak Sir—I showed your letter of 
April 23d to the editor of Printers’ 
Ink and he was very much pleased with 
it, and he would like to have you get up 
a design carrying out your suggestion of 
a diadem of diamonds. He thinks he 
could make use of it. You must bear 
in mind that the design will have to be 
reduced to the space of a nonpareil em. 

Yours very truly, 
Perry LUKENS» Jr. 


PittssurG, April 29, 1902. 
Mr. Perry Lukens, Jr., No. 29 Tribune 

Building, New York: 

Deak Sitr—Inclose, herewith, pencil 
sketches of the diamond diadem. To 
reduce this emblem to a nonpareil em 
will take away most of its effective- 
ness. For use in marginal notes in the 
newspaper directory, perhaps they could 
use a plain black diamond or an outline 
diamond which could be reduced well 
«nough to a nonpareil em, and then for 
any other purpose the diadem emblem 
could be used without so much reduc- 
tion, 

The sketches marked with a-circle in- 
dicate the characters that could be used 
in the directory and the sketches mark- 
ed one and two represent the diadem as 
it could be used in other printed matter. 
01 course, it could be reduced to about 
two or three ems pica and still retain 
its outline. By referring to the diction- 
ary, it will be found that the definition 
for “‘diadem” is “a kingly crown.” 
Adding the word diamond, as_ being 
more valuable than sold, makes such an 
emblem about the highest mark of dis- 
tinction a paper could get for quantity 
and quality combined in circulation. 

fours very truly, 
C. R. SutpHen, Advg. Mgr. 

_ Mr. Sutphen’s designs are repro- 
duced on the opposite page. They 
are very beautiful, but it is feared 
will lose some of their most charm- 
ing characteristics when reduced to 
the size of, a nonpareil em. 

—_——+or—__—_ 

Tuts advertising game is a peculiar 
one—you sometimes spend all your 
money only to find what your friends 
considered success was just the forerun- 
ner of a complete failure.—White’s 
Sayings, 
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It is a fact so generally recognized 
that a periodical, going directly into the 
home, is of the maximum value to nearly 
all classes of general advertisers, that 
a distinction as to the breadth and scope 
of home publications may be easy to 
define, whereas the publications worthy 
of the distinction are really hard to find. 

The advertising value of such a pub- 
lication as the Ladies’ Home Journal is 
~o well known and appreciated, and its 
home character so clearly understood, 
that it is, perhaps, unnecessary to men- 
tion its influence with all classes of 
readers—women and men. However, 
with the Ladies’ Home Journal as an 
object lesson in the line of home pub- 
lications, the great success of the Satur- 
day Evening Post, as a medium for 
reaching the home, is truly remarkable, 
and even more so if one but stops to 
consider that the publishing house pro- 
ducing the Journal is also responsible for 
the Saturday Evening Post.—Mahin’s 
Method. 


> 


Co-opERATION and frequent conference 
between advertiser and agent are nec- 
essary to bring out the best powers of 
both.—The Mahin Method. 





AN EFFECTIVE REMINDER, 
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EXAMPLE OF A REPORT ON A PLACE 
VISITED BY ONE OF THE ASSOCIA- 
TION’S AGENTS. 


REPORT ON 
FORD, CONN. 

Our representative made a visit of 
three davs to Hartford, Conn., April 22, 
23 and 24, 1902, and reports: 

BILLBOARDS. 

In the city itself there are very few 
billboards. *. as there were appeared 
to be in good condition. More could 
be placed in good positions. In the 
suburbs there were more boards, but 
still room for many more. The boards 
ir the suburbs were evidently not as 
well cared for, some of them, especially 
in East Hartford, being in a rather rag- 
ged condition. 
TrRoLLey Cars, 

The entire system in the city is 
operate] by one company, and well 
served. The cars run to many nearby 
suturbs, for one five cent fare. The 
ccmpany owns 97 closed cars, of which 
41 are double-truck and 56 __ single- 
truck; ror open cars, of which 20 
are double-truck and 81  single-truck. 
The number operated regularly, with 
practically full service from 6 a. m. to 
Iz p. m., is 71, and 10 more cars are 
run as extras, for two or three trips 
aaily. The cars are all handsome and 
a the double-truck cars being the 
better. Advertising matter is well dis- 
played. At the time of writing fhe open 
cars were not fully equipped with signs, 
but as they had just been brought into 
service that was probably the reason. 
In addition to the regular city service 
there are a few cars which run through 
from New Britain, Manchester and 
other places in which advertising mat- 
ter is displayed. 

Cut Rates. 

While several of the drug stores have 
placards prominently displayed to that 
effect, there seems to be no other in- 
dication of it, and it is not at all 
general. 

CircutATION OF Hartrorp Papers. 

Our representative obtained from all 
of the newsdealers, except one, who re- 
fused to give them, the figures of their 
sales which were as follows: Courant, 
3c., 175; Telegram, 2c., a2; both morn- 
ing papers. Times, 3c., 333; Post, 2c., 
1c5; both evening papers. 

He also made a canvass of more than 
two hundred residences, to inquire 
which paper, or papers, were taken reg- 
ularly, and while it may be that some 
of the figures will be included in the 
news-stand sales, they give a good in- 
dication of relative circulation, as they 
were taken from three diffcrent sections 
01 the city; the wealthy, the middle 
znd the poorer. Some of the wealthier 
tcok two or three papers. The figures 
were: Courant, 82; Telegram, 0; 
Times, 145; Post 28. The Courant cir- 
culates, apparently, much more among 
the wealthy. None took the Telegram. 

CIRCULATION OF MAGAZINES. 

Our representative reports that when 
he received from the newsdealers_ fig- 
ures as to circulation of local dailies, 
te also obtained figures as to some of 


HART- 


GENERAL : 


PRINTERS’ INK. 


the New York dailies, and certain of 
the magazines and weeklies. The news. 
dcaler Lefore referred to refused to give 
any figures, as did also one of the de 
partment stores. One of the dealers, a 
woman, in some remarks germane to 
the subject, stated that she made no 
cftort to push the sale of a magazine 
rot returnable, referring in particular to 
World's Work. She also said—and this 
riay be uf some importance—that when 
& magazine had an advertisement of g 
clubbinz list it was torn out before the 
magazine was sold, where it could be 
done without showing, and, consequent- 
ly, whatever was on the other side was 
lust as an advertisement. The figures 
cbtained from ten newsdealers and one 
cepartment store were: New York 
Herald, 82; Journal, 230; Post, 37; 
Zimes, 59; Tribune, 42; World, 117; 
Argosy, 512; Century, 130; Cosmopoli- 
tan, 206; Delineator. 229; Everybody's, 
152; Harper's Magazine, 207; Ladies 
F'ome Journal, 825; Smart Set, 222; 
Leslie’s Magazine, 246; McClure’s, 547; 
Munsey’s, 1,040; Outing, 51; Pearson, 
228; Scribner’s, 113; Short Stories, 30; 
Success, 92; World’s Work, 65; Collier's 
Weekly, 46; Harper's Weekly, 70; 
Judge, 65; Leslie’s Weekly, 53; Puck, 
65; Vogue, 129. i 

While engaged in the house canvass 
as to local dailies, our representative 
endeavored to obtain figures as to mage 
zines, etc., subscribed for by the rest 
dents, put the results are so fragmentary 
ai to be of no practical value. In many 
cases, there was no one at home 
could give the information, and 
others the persons who ought to have 
known either did not. or else did aa 
wish to tell. Of over two hundred 
cences visited some figures were: 
tury, 5; Cosmopolitan, 3; Delineatar, 
4: Harper's Monthly. 7; g 


Journal, 13; Leslie’s Magazine, ‘ae 
Clure’s, 6; Scribner's, 4; ro ier's 
Harper's Weekly, 5; Ow 


Weekly, s: 
look, 14; Vogue, 1. 

A large proportion said that they 
tought magazines; but as those are it 
cluded in the newsdealers’ figures they 
cculd not be counted again. A grea 
many said that they took none. 

Resnectfully submitted, 

STEPHEN Britton, Chairman, 

V. Morr PYrerce, 

Emery Mapes, 

W. G. Snow, 

J. N. Jaros, ‘ 

Committee on Circulations. 

Dated, New York, May 1, 1902. 

When the Association's income 
shall become large enough to per- 
mit of reports of this sort being 
available on application the valite 
of a membership will be very great 
to every one interested in adver 
tising. 

_—_—+or———""—— 

One good way to determine what kind 
of ads will atiract people ‘to your 
is to stuly the tastes, education, 
ways of thinking of those who buy 
kind of goods you have to 
must be both a student of human nature 
and have sufficient of the instinet of the 
actor to be able to “put you in their 
place.” —Business Problems. 


You 
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The Evening 
Journal “x? 


A two-cent local paper. 
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The | 
| 





Hartford 
‘Times. 


Enterprising but not sen- 
sational. 

HOME not Street circu- 
lation. 

Only one edition daily, 
hence _ 


Every copy a family of 
readers. 
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THE HARTFORD TIMEs has 
the largest circulation of any 
daily paper in the State of 
Connecticut although it is sold 
for three cents and the other 
Connecticut dailies having the 
next largest issue are sold for 
one cent. THE HARTFORD 
TIMEs is a bang-up good pa- 
per and has been so for a gen- 
eration.— Editorial in Print- 
ers’ Ink. 








Circulation Averages 


1899, 1900, 1901, | 
14,486 15,106 15,891 | 


1902, 17,160 


The American Newspaper Directory 
awards the mark ©© for quality 
of circulation. 











The 
Pittsburg 


Times 


Within a radius of sixty miles of 
Pittsburg the population exceeds 
three million people. 

Pittsburg morning papers cover 
this territory thoroughly. 











N the Gas Belt of Indiana 
there are nineteen cities 
in which the circulation of 


The Muncie 
STAR 


: 
: 
: 
they 


° 
is 


as 


B 





4E aaeate 


& 


exceeds that of any daily 
| newspaper published therein. 
The names of these cities, 
together with the StTar’s 


| paid circulation in each, 


interested advertiser. More 


The Pittsburg Times has the 
largest circulation of any morning 
daily in Pittsburg. 

Pittsburg is the center of the 
greatest iron and steel industries in 
the world. 

Over sixty million dollars are 
paid annually to wage-earners in 
Pittsburg by these industries alone. 

Think of it! Over a million 
dollars each week is available for 


ag be furnished to any 


» advertisers. 
For fifteen years The Pittsburg 
TIMEs has been the leader in circu- 
lation in this prosperous territory. 


ide 


ES 
= 


than 20,000 copies are sold 
every morning. 


ft 
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THE BEST AGRICULTURAL 
NEWSPAPER. 


Printers’ INK has received many 
letters from people who believe 
the particular agricultural paper 
they read should be awarded the 
Sugar Bowl, intended to go to the 
ene that is best of all. But few 
writers attempt any comparison of 
the merits of their favorite with 
those possessed by other journals. 
The reader of the letters gains the 
impression that the writers are not 
competent to judge of comparative 
merits, because, as a rule, they have 
no knowledge of the good qualities 
of any other paper than the one 
they happen to read. Each of a 
dozen women might express the 
opinion in good faith that her 
husband was the best husband in 
the world, while as a matter of 
fact no one of the dozen husbands 
may have possessed any very ex- 
traordinary qualities. If one 
woman, however, had liad a dozen 
Lusbands, her opinion of the com- 
parative merits of one or two of the 
most competent and satisfactory 
would have much greater weight. 
Who shall say that the man who 
speaks so highly of the American 
Agriculturist would not tell a dif- 
ferent story after reading the 
Country Gentleman for a year, or 
whether Farm and Ranch, printed 
at Dallas, Texas. or Field and 
Farm of Denver, Colorado, may 
not exert a more potent charm over 
each one of their from two to 
ten thousand subscribers than the 
Farm Journal of Philadelphia does 
over a single one of the more 
than -half a million people who, 
under one pretence or another, are 
induced to put up 50 cents or some 
fraction thereof for a yearly sub- 
scription? 

* * * 

Printers’ INK made _ personal 
inquiry of Mr. Cyrus Curtis con- 
cerning the comparative merits of 
the agricultural papers, and Mr. 
Curtis said that he did not know 


anything about farmers or agri- 
culture, but he did have some 
knowledge of the agricultural pa- 
pers that had been mentioned in 
connection with the Printers’ Inx 
Sugar Bowl and that the Rural 
New Yorker was a first-rate pa- 
per and the Country Gentleman of 
Albany was quite as good, if not 
better, and he was not prepared to 
say that the American Agricultur- 
ist was not a first-rate agricultural 
paper in every way, but notwith- 
standing all that might be said 
about the others named, or any 
others that might be named, the 
Farm Journal of Philadelphia is, 
in Mr. Curtis’ opinion, “the best 
of them all in a sense that it 
reaches the largest number of 
farmers solely on its merits, that 
it seems to get at the hearts of 
the people with its plain, homely 
common sense, and that farmers 
teel that it contains more practical 
information than most other publi- 
cations and mixes it with a good 
deal of ginger.” 


THE ONLY AGRICULTURAL 
NEWSPAPER. 

Avpany, N. Y., May 7, 1902, 
Editor of Printers’ INK: 

I cannot permit to pass without pro- 
test your statement of this dai 
without due consideration, I think— 
that “had it been desired, thirty years 
ago, to award a Sugar Bowl to the ag- 
ricultural paper that best serves its pur- 
pose as an instructor to, and a means 
of communication with, the American 
farmer, there could then have been no 
question about the paper that would re 
ceive the award. It would have 
the American Agriculturist.” 

I have no disposition to detract from 
the great value of the American Agr- 
culturist of thirty years ago within the 
lines which it marked out for itself, 
but please notice that it made no at 
tempt to cover the field of American 
agriculture as did the Country Gentle- 
man of the same date, in at least two 
particulars. First, being a monthly, it 
could not possibly give the news of 
the agricultural world, and it made no 
attempt to do so, leaving confessedly the 
Country Gentleman to tell the farmers 
what was going on in their specialty; 
my good old friend, Orange Judd, 
often spoke of this without reserve 
Surely the giving the fresh news of 
their own calling is a most important 
feature in the instruction of the farmer, 
and of course it is entirely out of the 
province of a monthly. But that # 
not all. The American Agriculturist 
thirty years ago paid hardly any atten 
tion to blooded live stock—that is to 
say, it had only what might be 
magazine articles, often interesting and 
valuable, but nothing fresh, no 
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writers on live stock, no information 
about coming sales, importations, and 
the like. As to advertising, the Coun- 
try Gentleman of thirty years ago had 
practically a monopoly of the live stock 
advertising of the country—that is to 
say, of the live live stock advertising, 
so to speak—the Agriculturist did carry 
some standing cards, but whoever 
wanted to know what was doing in the 
world of live stock had to seek for in- 
formation in the columns of the Coun- 
try Gentleman alone. (It may possibly 
be worth while to add, as a matter of 
history. that at that time the Country 
Gentleman had never solicited a single 
advertising order, either by circular by 
personal solicitor, or in any other man- 
ner, while the Agriculturist was doing 
energetic drumming. This last item, of 
course, is not vital to the subject in 
hand.) 

It seems to me that if the award had 
been made, thirty years ago, as stated in 
your editorial, the judge would have 
done great injustice in consequence of 
overlooking essential elements of the 
case, Gitspert M. Tucker. 
THE “LIVE STOCK JOURNAL.” 

Cuicaco, May 7, 1902. 
Editor of Printers’ INK: 

Your Sugar Bowl »roposition interests 
the Live Stock Journal as the pioneer 
stock journal of America, devoted to 
live stock interests, the highset ele- 
ment of agricultural »rosperity, publish- 
ea for our readers rather than for ad- 
vertisers, up and on from aé_ good 


monthly to a better weekly—same price 
to subscribers, $1.00 a year, recognized 


authority on live stock matters, only 
legitimate, reliable advertising admitted, 
established in 1868, has grown into a 
wide sphere of usefulness. With more 
and better paid contributions than ever 
before; has more subscribers and better 
class of advertisers than ever before. 
as the confidence and co-operation of 
@ wide constituency of the best class 

ot farmers, the stock breeders. 

’. A. ButrerwortuH. 
_ tee - 
HONESTY IN ADVERTISING 
BE ENFORCED BY LAW. 
The evolution of advertising into a le- 
gally adopted department of business-do- 
ing, regulated by established business 
laws and obligations, is aptly evidenced 
m several recent happenings. A North 
Carolina court has been called upon to 
decide whether or not a newspaper ad- 
vertisement is a contract with the pub- 
lic, under which a merchant is obliged 
to sell goods at advertised prices. It 
appears that a grocer, who found busi- 
ness lagging, advertised in. his home pa- 
per a slaughter sale of tomatoes. The 
W prices caused a wild rush on the 
store, and the stock would have disap- 
peared in less than no time if he had 
Rot cancelled his proclamation. At this 
juncture the man who is now the plain- 
tiff in the case appeared, and wanted 
+ ef the remaining cans at the pub- 
— quotations. The grocer refused to 
} dl the price, but the cust. mer in- 
sned, disputation ran high, legal talent 
ba consulted and the whole contro- 
a was lodged in a law court. As 
the decision of the court we have not 
informed.— Keystone. for May. 


TO 
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REACHING THE FARMERS. 


The successful farmer is a man who 
reads. The experiment stations con- 
ducted by the United States Govern- 
ment; the agricultural colleges; the 
frequent meetings of farmers’ institutes, 
all show that farming, to be successful, 
requires the exercise of brains. Brains 
can feed only literature, and the litera- 
ture of the farmer of to-day is that pre- 
sented to him by the large array of ag- 
ricultural papers, the mediums through 
which the valuable contributions of the 
above educating factors are conveyed to 
the farmer. 

Most of the agricultural papers are 
edited by practical farmers—those who 
are able to discuss in a practical man- 
ner the scientific truths which the vari- 
ous experts enunciate. This gives the 
agricultural publications a close personal 
association with the interests of the ag- 
gressive farmer. He reads his farm _pa- 
per because it helps him along the line 
of his highest ambitions. He becomes 
in time attached to the editorial policy 
of a publication, and thereby the columns 
of this paper acquire a prestige in his 
mind that makes him accept statements 
therein with confidence. 

This makes the advertising columns of 
farm publications of great value, when 
the space is utilized in a manner har- 
monious to the policy of the publica- 
tion.—Mahin’s Method. 

_ ——_ 

No advertiser should ever make the 
mistake of thinking that people won’t 
take the trouble to read his ad. There 
are people, and they are not scarce, eithe1, 
to whom the ads are the most interest- 
ing part of tne paper.—Business Prob- 
lems. 


CATCH LINE ILLUSTRATED. 


“NOTHING PUT ON.” 
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TWENTIETH WEEK. 


In the 1902 Printers’ INK ad 
competition eight competing ad- 
vertisements were received in time 
for consideration and report in this 
issue of the Little Schoolmaster. 
Of these, the one reproduced on 
the opposite page is thought to be 
the best submitted during the re- 
spective week. 

This advertisement was con- 
structed by W. C. Sinclair, 602 
Lumber Exchange, Minneapolis, 


Minn., and it appeared in the April 


issue of the Retail Lumberman, 
Minneapolis. 

In accordance with the origi- 
nal offer, a coupon entitling the 
holder to a paid-in-advance sub- 
scription to Printers’ INK, good 
for one year from date of presen- 
tztion, was sent to Mr. Sinclair 
when the marked copy of the 
paper was received. Two addi- 
tional coupons, one to Mr. Sin- 
clair and one to the advertising 
manager of the Retail Lumberman, 
were sent in accordance with the 
terms of the competition when a 
selection of the best ad for the 
twentieth week had been made. 

Mr. _ Sinclair's advertisement 
will now be placed on _ file, 
and it will have further considera- 
tion later on, as specifically provid- 
ed in the contest regulations. 

Each of the seven unsuccessful 
competitors for the honors of the 
twentieth week received a coupon 
good for one year’s subscription 
to Printers’ INK, as a partial con- 
sideration for their efforts. A 


pamphlet setting forth the terms 
and conditions of the contest is 
now ready. Its twenty pages com 
tain the reproductions of the best 
advertisements for the first fifteen 
weeks. All progressive young 
men ought to be interested in the 
preparation of good advertise 
ments. If so, it may be worth 
while to look over the previous at 
tempts to gain the three cash prizes 
offered by Printers’ INK. 

The pamphlet will be mailed free 
of charge upon request. 

Adwriters everywhere will he 
interested in the progress of this 
prize contest and in taking note 
of the genius and ability exhibited 
by the adsmiths, amateur or pre 
fessional, who take a part. 

Amateur adsmiths will not fail 
to note that the competition als 
offers a rare opportunity to have 
their successful work passed upon, 
not only by the Little ‘School 
master in the Art of Advertising, 
but by all his pupils everywhere, 
and the class includes the sit 
cessful advertisers of the civilized 
world. 

No one is barred from compet 
ing. Ad experts, editors, printefs, 
-usiness people, especially young 
men, are expected to do # 
Mere wordings and fine writing 
may have much less show than the 
rugged, homely expression of 
less literary talent. What is watt 
ed are true, strong, virile state 
ments of facts. The principal fact 
to be emphasized is why a 
ness man, especially every young 
business man, should rea 
Little Schoolmaster. 
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THE PILOT OF PROFITABLE 
2 o PUBLICITY Oo 2 











Good pilots are indispensable in any 
undertaking to insure success. 

In nothing is the need more imperative 
than in the matter of ADVERTISING. 
The scope, magnitude and vast sum of 
money spent annually for this greatest of 
modern trade developers, makes the need 
of a good pilot an absolute necessity, if 
you would steer clear of the rocks and 
shoals that lie before the harbor of Ad- 
vertising Success. 

Here is where PRINTERS’ INK steps 
on deck. It is the pilot thatall successful 
men are guided by. They read it—and 
YOU should read it. 

BECAUSE-—It is the pioneer, and the 
recognized authority in all matters per- 
taining to publicity. 

BECAUSE-—lIt is devoted entirely to 
sound, legitimate, useful advertising. 

BECAUSE—It presents each week the 
principal news—the best thought—and the 
newest and cleverest ideas of the adver- 
tising world. 

BECAUSE—Its judgment in regard 
to mediums and their value to the different 
classes of advertising is considered the 
best in the land. 

BECAUSE—Its narratives of promi- 
nent and successful advertising campaigns 
—their plans, methods, etc., are invaluable 
alike to the large and small advertiser. 

BECAUSE—The ideas it presents, that 
can be promulgated into successful adver- 
tising, are an inspiration to its readers— 
showing the novice, with a small appro- “If a man knows the 
priation, how to do good advertising, and sats 
urging the older advertisers on to still right way, he need not 
better efforts and methods. . trouble about wrong 

BECAUSE— Many business men paths.”’ 
nest - world say hay 4 owe their 
success to following out the teachings of 
Tue Littie Scucenenanti, . PRINTERS’ INK 

BECAUSE—In no other way will $5 do 
you more lasting good than in paying for Will steer you in the right 
52 issues of this safest of advertising pilots. ats 

Sample copies 10 cents, path of good, judicious, re- 

Address, with check, sult bringing advertising, 

















GEO. P. ROWELL @ CO., Pubs., 
No. 10 Spruce Street, New York, N. Y. 











Written by W. C. SINCLAIR, 602 Lumber Exchange, Minneapolis, Minn, 
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TES. q formerly city editur of Das M. 

NOTES Journil and was sent to China when the 
A neat folder containing general facts trouble broke ae 

comes from the Journal, Detroit, Mich. “Tye Mahin Method” is a fine 72 


Tue Webb C. Ball Co., Cleveland, page book from the Mahin Advertising 
Ohio, sends out a rather commonplace Company, Chicago, wherein are shown 
optical folder. various ways of handling various kinds 

ae of publicity. There are inserts showing 

Tue New York Journal has a new newspaper cuts and posters and car 
method of stimulating its want ad pat- cards, specimen pages of magazine ads, 
ronage. A colored picture of the Sun- and about two dozen short papers 
day supplement variety is given to each advertising subjects by leading publish 
person who inserts a small liner upon ers, agents, advertisers and the heads of 
certain days. oe — Fagg Mr. 

‘“ ae Nast, o ollier’s, writes upon “Illus 

Physical Culture, New York, sends trateq Weeklies,” Mr. O. J. Gude has 
out a pretty fair booklet entitled “Busi- something to say about “Outdoor Ad 
ness Development,”’ in which it is stated vertising,” and ny N. Doubleday defines 


that “advertising is the magic key that « ‘ : canes 
unlocks the door of fortune to trade.” The Happy Advertiser in Magazines. 


Ak yes—we see. Witiram Tuomas Fee, the American 

Tue Antikamnia Chemical Company, ong ane, sas fhe cusps 
St. Louis, sends a_ beautiful calendar, py eal cnony p ow onauiia ro Ry Mer dhe 
a Chinese girl by Helen Hyde, the il- {ving in Bombay declare the experi — 
lustrator, done in three-color process. oak Agere and ualified peed: 
The picture is a thing of real beauty, asiadidieinin taraile t Senet care co Some 
and will %e sure of preservation where- ionue tn india Mach” pane An. gs = 
ever it is sent, but the calendar proper heen eoll these, aaa Sian been aaa 
and the business talk upon the back will to be lighter and stronger then Ge 
be forgotten after it has been hung over British product. Mr. Fee states that he 
the recipient’s desk. is constantly receiving letters of in 

Accorpinc to the New York Press, quiry, price lists, catalogues and other 
the lastest wrinkle in imitation type- tckens of the newly awakened interest 
written letters is that of printing them Of Uncle Sam_ in the commerce of the 
upon slightly dampened paper. The Far East. Of practical advertising 
moisture blurs the ink, makes a good C@™paigns there have_been few or none, 
counterfeit of a letter that has been however, although Mr. Fee declare 
copied in a press, and gives the paper there is a big market for things Amen 
an unevenness of texture that is seldom ¢22.—Returns, San Francisco. 


present in other imitations of ~~ Tue Advertising Men’s Club of Kar 


written communications. 


Tue American Newspaper Publishers’ 
Association, embracing a large majority 
ot the leading newspapers of the coun- 
try, has made agreements for industrial e-P 
arbitration with the International Typo- $°"» Advertising Manager _ of 

taphical Union and the International Household Fair; Secretary and Treasur 
Printing Pressmen’s. and Assistants’ ¢T E. A. Yoover, President of the Mu 
Union, to continue in force for five tual Advertising Agency. Execu 
years from May 1, 1902. All the me- Committee: W. W. Atwell, Advertisi 
chanical departments are thus covered. Manager of the Emerv Bird Thayer D 

a Goods Company; Chas. S. Jacobs, 4 
Emperor WitttaMm, of Germany, has vertising Manager of the Geo. P, Pi 
conferred the bronze China medal, Dry Goods Company; I. W. Gri 
which has hitherto been given to com- Advertising Manager of the Jones Dry 
batants only, upon Joseph Herrings, the Goods Company; L. J. Buchanan, of the 
correspondent of the New York Ameri- Buchanan Furniture Company; 
can and Journal, who was wounded on Grafty, Secretary and Advertising Mam 
beard a German gun-boat at the capture ager of -he Woolf Bros. Fu 
of the forts at Taku, China. He was Goods Company. 


TOAMBITIOUS ADSMITHS 


Apply by postal card for the pamphlet just issued, telling 
the conditions of the PRINTERS’ INK prize advertisement com- 
petition, setting forth the terms and showing the fifteen 
most successful efforts thus far submitted, as well as the 
names and addresses of the adsmiths who have already 
gained the recognition necessary for a final consideration 
when the awards are declared. The pamphlet will be sent 
free to any address on application to 


PRINTERS’ INK, New York. 


sas —_— was organized on March 19, 
1902, he officers, elected for one year, 
sare: President, Russell Whit 
Advertising Manager of the Kansas City 
Journal; Vice-president, J. 
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ADVERTISING IN THE ORIENT. 
Editor of Printers’ Ink: 

To speak of advertising in the Orient: 
Here is a field, so vast that very few 
Americans realize its commercial im- 

rtance. Though seemingly a new one, 
it has not been a neglected field, by 
any means. The British, the German, 
the Dutch, French and Spanish have 
been exploiting it, in a way, for nearly 
as many years as our government is old. 
Now, if we expect to gain a foothold in 
this field, we must meet them. It is im- 
possible to succeed on their methods; 
they can never be our ways, and, be- 
sides, they have not been so very suc- 
cessful, after all, considering the time 
they have been at it. 

One of our greatest and best means of 
introducing ourselves is by advertising. 

Without doubt, the easiest and best 
and cheapest way to do this is through 
newspapers and other circulating peri- 
odicals. That they shall be far reaching 
and cover the territory aimed at, is, of 
course, of the greatest importance. The 
advertisement needs to be characteristic, 
not necessarily grotesque, but pointed 
end attractive and one that can easily 
be comprehended by. the people whom 
it is supposed to reach and interest, and 
in their language. 

Recently, | was in Vladivostock, Si- 
beria, and I was very forcibly struck 
by the carelessness of American firms in 
getting their share of this pioneer busi- 
ness. As an instance: The foreman of 
one of the largest shipping companies 
there asked me if I knew the address of 
any firms in the States supplying small 
steam launches. I asked him why he 
did not look in the papers for their ads. 
He replied that he had and there were 
none advertised. Now, I know there 
are dozens of firms in this business at 
home, and they either had all the busi- 
ness they cared for, or else it was gross 
carelessness. On inquiry, I discovered 
that several launches could be disposed 
of, if they were to be had 

In Port Arthur, Manchuria, I found a 
few trades journals reached the place 
through Mr. Davidson. a New Yorker, 
who is manager for Clarkson & Co. The 
few, I saw, bore evidence of much 
handling. Through an inquiry I made, 
1 was given to understand that a few 
American firms had made their intro- 
duction through ads in the periodicals 
that reached this place. 

saw one copy of the Export Imple- 
ment Age (published in Philadelphia). 
It was the June number. In counting 
the ads, I found it contained something 
over two hundred. Of this number, 
twenty-two were from my own State— 
Ohio; seventeen from Pennsylvania and 
eight from New York, the rest were 
Scattered. Among those from Ohio, 
there was one ad from the Sidney Steel 
Seraper Company. 

There are not as many American peri- 
odicals circulating in the Orient as there 
should be. Through Japan and some 
Parts.of China I encountered that very 
active advertising medjum—PrinTERs’ 

NK. I was pleased to note that they 
Were carefully filed awav for reference 
and not destroyed. 

As a pointer to Americans who think 
ot advertising through the local press, 

would in all cases advise them to 


send in stereotyped form, otherwise 
your ad will be made up as all the 
others and will not be noticed so read- 
ily and quickly as if it were more char- 
acteristic. If possible always have the 
form the same as regards brand and 
name; the Orientals are greatly in- 
clined to run in shoals and what one 
buys another will want precisely like it. 

No advertiser should neglect to send 
a few copies of his catalogue or special 
number papers to each of the American 
consulates, for their judicious distribu- 
tion. 

Another good point to bear in mind, 
1s to see that the steamship lines, run- 
ning to the Orient, carry some of your 
ads. There are many ways of securing 
the active interest of the ship’s pursers 
in your behalf. He gets many, many 
opportunities to do you a good turn. 
He has especial advantages from the 
fact he is brought into direct contact 
with the different compradores in each 
pert, in China, especially. These com- 
pradores have a great deal to do with 
the introduction and sale of goods and 
once yeur brand is established, you are 
secure. 

What to advertise in the Orient: 

Machinery, especially light machinery, 
such as bicycles, sewing machines, 
motor carriages, wood working imple- 
ments and tools, tvpewriters, phono- 
graphs, watches, firearms and small me- 
chanical novelties. 

Electrical goods of all description, 
acetylene lamps, tobaccos—pipe and 
cigarette, beer, wine, condensed milk, 
baby and invalid foods, druggist sun- 
dries, cameras and vhoto supplies, rub- 
ber goods of all kinds and office sup- 
piies such as handy fixtures, etc. 

As a final: There is a great opportun- 
ity for Americans in the Orient if they 
make an effort to seize it. 

“Advertise without ceasing.” 

Yours truly ° 
Dr. A. C. Seery. 


SAMPLE SOUVENIRS WANTED. 
Danvers, Mass., May 9, 1902. 
Editor of Printers’ InK. 

Can you inform us through your 
columns if there is a firm manufacturing 
toy printing presses or printing outfits 
of any kind? 

Also we would like to receive samples 
of souvenirs, novelties and advertising 
devices suitable for use in connection 
with the 150th anniversary celebration 
of the town of Danvers. 

Tue Danvers Mrrror. 


> 
BILL POSTING. 

Bill posting. or outdoor display poster 
work, is the surest, quickest, safest form 
of advertising. Being illustrative, not 
argumentative, it appeals to the entire 
population, reaching all foreigners as 
quickly as the native American. It has, 
therefore. an accumulative commercial 
value which no other medium can offer. 
It can best be compared to the regular 
army—effective as the scout, powerful 
in the regular battle for attention, it is 
conceded by experts who have tried it 
to be the best reinforcing medium known 
in arresting the attention of the con- 
sumer and producing a healthy, active 
movement from retail shelves of articles 
poster advertised.—Mahin’s Method, 
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Advertising 


is the mainspring of business. It 
keeps its machinery in motion and 
leads to profitable progress. It 
should be of the best quality and 
handled by expert workmen. 

That's where the strength of a 
good agency comes in. System, 
equipment, experience, knowledge 
of technical details and the selec- 
tion of the right mediums in the 
right fields are the factors which 
stand between success or failure. 

We offer our services as adver- 
tising agents for the planning, 
writing, illustrating and placing 
publicity for large or small adver- 
tisers. All of these, or any desired 
part. Call on or write to 








GEO. P. ROWELL & CO., 


ADVERTISING ACENTIS, 


10 Spruce St., New York. 
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WHAT IS MADDEN’S OBJECT? 


A committee representing the unions 
of employing and employed printers 
of New York City and the whole United 
States has submitted to the President 
a memorial which is an arsenal of un-| 
answerable facts concerning the present 

stoffice interferences. It shows plain- 
“4 among other things, that the Post- 
master-General has no legal right to ex- 
ercise a censorship; that tables show that 
every year that the second class matter 
has Baw increased the amount of first 
class matter and the department’s profits 
have increased proportionately, the 38 
per cent increase of second class through 
the “abuses” of the last five years having 
caused an increase of 35 per cent in the 
revenues and a reduction of 70 per cent 
in the deficit; and the railroads are paid 
far too much for the hauling. 

But what is by far the most significant 
fact developed is that the rates paid the 
railroads are fixed by thirty-five day 
weighing periods for a term of Pan A 
years, and that in one section from which 
45% per cent of the second class matter 
emanates, the weighing-in has already 
taken place, while in the second largest 
section, from which 44 per cent of the 
nation’s second class matter emanates, 
the weighing-in does not take place till 
late in 1903. So that on 90 per cent 
of its second class matter the govern- 
ment pays right along the same rates as 
when the alleged ‘“‘abuses” were in full 
operation, and the only parties gaining 
by the present inter erences are the 
railroads. The government’s gain is not 
one cent. Contrariwise, it loses one 
cent a pound on the issues barred, and 
the vast amount of first class matter 
Stimulated by their advertisements. 

The weighing-in tables reveal that 51 
per cent of the tonnage for which the 
tailroads are paid consists of equip- 
ment (pouches, sacks, etc.). Avery 
slight reduction in this direction would 
quickly wipe out the deficit, if Madden’s 
teal object were, as alleged, to save 
money for the government. It also ap- 
pears that the amount of government 
free matter during the weighing-in period 
was about 6 per cent, and more than the 
weight of all the first class matter. Six 
per cent is much more than the normal 
amount of congressional free matter in 
the mails, and it is a notorious fact that 
the railroads have the mails packed dur- 
ing the thirty-five days by their Washing- 
ton servants. It also is stated that at 
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the rates paid the railroads, a man of 
200 pounds with his baggage would cost 
$55.39 freight charges from New York 
{to Buffalo, where the first class passenger 
i on the finest and fastest coaches 
only $8.00.—Stanley Day, in Ad- 
| wovtioned’ Guide for May. 
> oe 


ADVERTISING wins by suggestion as 
well as by argument. No matter how 
true your advertisement mav be, various 
people will discredit various statements 
therein. You pick out the points you 
care to belicve or those that appeal to 
you with particular force. But with il- 
lustrations it is different. A_ picture 
will, for this reason, often do more 
good than the most elaborate argument 
it is possible to produce.—Business 
Problems. 


ARRANGED BY STATES. 


Adu ortonmense oe this head 50 cents a line 
each time. By the year ##%aline. No d 
other than 2- line inttial letter. Must be 
in one week in advance. 


PORTO RICO. 


> yaa Mayaguez, P. Established 1896. 
2,000 coph es daily. Published every day, Sun- 
day excepted. This is the most popular my gay 
this country. Advertisement rates : From 1 to 5 
inches, 10c:an inch per insertion. Higher than 
5 inches, appropriated rates. 


CANADA. 


} ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 


CLASS PAPERS. 


ADVERTISING. 


INTEKS' INK js a magazine devoted to the 
neral subject of ofvertans. Its ay + 


; 
fc enooinaned Sedamnenst 4 ad- 
ver- 






































le 

| and fnfiuence i 

| tire country. 

| vertising ~ is of — to intelligent ad 
| tisers as bein, ag of a autho: 
Crone au.) 

'RINTERS’ lux is is ‘devoted way’ to adver- 
teach good 


tisin g—and aims advertising 
methods—how to prepare copy wes = 
value of different y 
open discussions on any topic interesting | to 4 
vertisers. Every sub is treated from the ad- 
vertiser’s standpoint 
en ti - spiny 0 —%, li % $25. 
each time, y 50 cents a line. 4-page 

each time. Ad 


Pines iN 1 


INK. 10 Plo Spruce 8t., New York. 














CIRCULATION: 
Vear, 1900............. 8,334 
eS 
30°, increase. 
January, 1900.... 6,264 
03 oe 
isis costa 12,66 
38°/, increase in one year. 
102°/, increase in two years. 





TRENTON TIMES 


TRENTON, N. J. 





Usurps the field of all New York, 
Philadelphia and local papers. 
Larger circulation in New Jer- 
sey than any morning paper 
whatever, and than any evening 
paper south of Jersey City. 
Covers over thirty-five towns 
in Delaware River Valley and 
Central New Jersey. 
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Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








CONSULT 


On British and Foreign Advertising. 
St. Bride St., London, Eng. 





Founded 1853. 





ADVERTISING 
LIBRARY 2 2 








litera- 
rains 


There’s no more fruitful advertisi 
ture than that found in the pages of 
and The Retailer and Advertiser. 

Volumes 17, 18 and 19 contain in all 2,500 
pages of matter, 4,500 reproductions of 
cleverly worded and catchily displayed ad 
vertisements, and about 7 quotations of 
cutch phrases and Py selling arguments 
which merchants have used to catch the 
eye and sell goods. 

Merchants and adwriters say they can’t 
get along without these books. $8 each. 


BRAINS PUBLISHING COMPANY, 
150 Nassau St., New York. 














NOT. 
LOW-PRICED 


CHEAP FOR 
THE SERVICE 


The 
Buffalo Review 


gives satisfactory 


results at a rea- 
sonable rate. 
VREELAND - BENJAMIN 
ADV. AGENCY, 


150 Nassau Street, New York. 





results, ask your agency about 











RIPANS 


I was troubled with torpid 
liver for many years and was 
subject to dreadful head- 
aches, which confined me to 
my bed once a week. A 
friend recommended Ripans 
Tabules. I didnot have much 
faith, but he persuaded me to 
try them, and inside of three 
weeks I was a cured woman. 
On account of my age I 
hardly thought it possible to 
effect a cure, as I had been 
subject to those awful head- 
aches since I was a little girl. , 





At druggists. 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year, 














She Mew Voice, 


A JOURNAL OF GCOD CITIZENSHIP. 













The New Voice 


‘ Reaches Over 


50,000 


Thrifty Families 
Every Week. 


It is a business-getter. Itinvites 
inspection of postoffice receipts. 

Its rate is less than 2-5 of acent 
a line per thousand of guaranteed 
circulation. Jf you are looking for 


THE NEW VOICE 
or address 


W. F. MULVIHILL, Mgr. 
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piling psd 


is the lever that 
moves the business 
world. An advertise- 
ment in the 


Chester 
Times 


is the lever to move 
business your way, 
from one of the rich- 
est sections of Penn- 
sylvania. Chester is 
distinctly a manu- 
facturing city, with a 
eitedion of 35,000. The TIMES 
has an average daily circulation of 
more than 7,300 copies. We'll 
furnish you with a detailed sworn 
statement if you wish. 


WALLACE & SPROUL, 


PUBLISHERS, 


F. R. NORTHRUP, 220 Broadway, 
New York Representative. 


EV’RY MONTH 


ought to have 200,000 cir- 
culation, but it has only 
50,000, 








We will pay liberally for 
an idea which we can use 
to help make ZV’RY 
MONTH reach the 
200,000 mark. 


—— 








Have you a novel idea on 
building up the circula- 
tion of this high-class 
monthly? 











Correspond with us. 





























EV’RY MONTH 


CIRCULATION DEPARTMENT, 


150 Nassau St., N. Y. 














Press, 





“Printing done so well that the mere appearance of a booklet 
delays its passage to the waste basket —that is good printing. If 
that booklet is written well it will prove a profitable investment.” 


— SAMUEL GRAYDON. 


For printing of this sort 
apply to Printers Ink 
No. 10 Spruce 


Street, New York City 
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ESTABLISHED 1773. 


Baltimore American 


Advertisers who wish to reach all the people in Bal- 
timore, in Maryland and contiguous territory, USE Tar 
AMERICAN. It is read by the best people and goes 
into more of the best homes than any other paper pub- 
lished in this city. 

THE AMERICAN printed, during 1902, over 5,000,000 
lines of paid advertising. ‘This record has never been 
approached by any other paper south of Mason and 
Dixon’s Line. 


The sworn daily average So2,...O 
circulation for April, 1902, ... 




















State Pid ee ryan, City of Baltimore: 
RD, Business Manager of THE BALTIMORE AMERICAN, does 
RR swear that 2, 163,219 is the actual number of e ies of the paper named 
printed, distributed and sold during the month of Apt io 
W. STODDARD, Business Manager. 


Sworn and subscribed to before me this 30th day of April, A. D. 1902. 
ARTHUR W. ROBSON, Notary Public. 


DETAILED CIRCULATION BALTIMORE AMERICAN 
FOR APRIL, 1902. 


COPIES. 
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Daily average for April, 1901, ; 54,963 
Daily average for April, 1902, _ _—.. 69,895 

Net average gain for April, 1902, 14,932 
Sunday average for April, 1902, 57,740 
Semi-weekly average for April, 1902, 12,776 








CHAS. C. FULTON & CO., 
FELIX AGNUS, Publisher. 
New York Representative, Chicago Representative, 


D. PEYTON BEVANS, C. GEO. KROGNESS, 
165 World Building. 1634 Marquette Building. 
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ALL 


advertisers who desire to 
cover the Chicago field 
must 


USE 


the paper that is read in the 


homes of the people, 


The 
Chronicle 


It covers Illinois, Wiscon- 
sin, lowa, Northern Indiana 
and Southern Michigan. 
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Every Day I Will Live and Honor Help us spread the Gospel of Hope and 


God and myself with good Happiness to all the world—try 
thoughts and acts. and get one new subscriber 


Rouse the Soul and be Happy and Sor the Magazine of 
Forceful ! Mysteries. 


SUBSCRIPTION PRICE, $1.00 A YEAR. 36c. EXTRA TO FOREIGN COUNTRIES, 


7 2 Ghe NEW YORH ¥ # 
MAGAZINE of MYSTERIES 
22 North William St. 
New York City 


May 2lst - 1902. 
Mr. Advertiser, 
Everywhere. 


ea Sir:-- 

If you knew as much about The Magazine 
of Mysteries as we do, you would be placing 
your announcements before its readers right 
away - 

That is, of course, if you are adver- 
tising for profit. 

Unfortunately for you, the thousands of 
letters we receive, showing the love its 
readers have for The Magazine of Mysteries, 
cannot be sent you, and you get only the en- 
thusiasm we are able to convey through the 
medium of our advertising. 

But the people love the paper and work 
for it, and read every word in its columns 
with intense interest - 

And this is the class it pays to ad- 
vertise to, and especially while its adver- 





tising patronage is moderate. 

The Magazine of Mysteries will do big 
work for you. Will you come in NOW, or wait 
until the richest cream is skimmed from it? 

Yours with confidence, 
THE MAGAZINE OF MYSTERIES. 
Dictated by C. E. E. 
Steno. - (#4). 
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Philadelphia 

















Oke Best / 


B. B. Bloch says he has ‘‘made more than double 
the money spent in The Item.” 


I say to all “Use The Item.”’ 


PHILADELPHIA, April 11, 1902. 
MANAGERS PHILADELPHIA ITEM. 


Gentlemen :—Without doubt THE ITEM is the BEST 
Advertising Medium, excepting none whatsoever, for m 
business of Low Rate Pawnbroking and for the SALE 
OF GOODS. 

I can say I have MADE MORE THAN DOUBLE the 
amount spent in THE ITEM. I say to all, USE THE ITEM. 


Yours, 
B. B. BLOCH, Pawnbroker, 


Cor. 10th and South. 








DAC. wcceces 


Ss. C. BECKWITH 
SPECIAL AGENCY, 


Sole Agents Foreign Advertising, 
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Tribune Bdg., New York. 


**The Rookery,”’ Chicago. 
After May 1, 510-11-12 Tribune Building. 
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THE JEWISH 
MORNING 
JOURNAL 


The Only Jewish Morning Paper 


Office, 228 Madison St., NewYork 


Telephone, 698 FRANKLIN, 


THE JEWISH MORNING JOURNAL 
= all the news of the day and special 
eatures of great interest to the Jewish 
people. 

THE JEWISH MORNING JOURNAL 
is the only Jewish paper distributed by 
regular news companies in all parts of 
Greater New York and vicinity. 


THE JEWISH MORNING JOURNAL, 

owing to its wide circulation, is the best 

~ medium for reaching the great masses of 

the Jewish people. An advertisement in 

The Jewish Morning Journal gives the 
surest and quickest results. 


THE JEWISH MORNING JOURNAL is 
the only Jewish paper through which 
“Help” can be secured immnodhateli It 
is the only Yiddish paper which serves its 
readers as an employment bureau. 
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BuncoNo.I2 











One bad debt of $1.50 in a year and a half is not 
avery hard blow, considering that some of my com- 
petitors average that loss almost every hour they 
are doing business. In eighteen months I filled six- 
teen thousand three hundred and forty-six orders, 
each one of which was paid for in advance, and los- 
ing one of that number is only a small percentage. 
The fellow who stuck me knew his business, as he 
ordered a 25-lb. can of news ink to be sent by 
United States Express at once, figuring that by the 
time the check was returned unpaid he would have 
the ink safe in his place, and I could whistle for my 
money. I am still whistling, as he never replied to 
my letter. 

In the eight years I have been selling ink I re- 
ceived nearly eighty-five thousand orders, and have 
not been buncoed more than a dozen times, amount- 
ing in cash to about $50. I employ no salesmen. I 
run no branch offices. I write my own ads. I buy 
for cash and sell for cash, and what’s left at the end 
of the week is my profit. These are some of the 
reasons why I can afford to sell the finest news ink 
ever manufactured for 4 cents a pound in 500-lb. 
barrels, 5 cents a pound in 100-lb. kegs and 6 cents 
a pound in 25-lb kegs. Send for my price list of 


jobinks. Money back if goods are not found satis- 
factory, 


a 








ADDRESS 


PRINTERS INK JONSON, 
I7 Spruce Street, - - - New York. 
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MONDAY MORNING, MAY, 


THE INQUIRER HEADS RELIEF F 








The 
Philadelphia 


INQUIRER 








PHILADELPHIA, 


Che Philadelphi 


Leads 
: in all 
. Newspaper 
| ; Enterprises. 


EXPEDITION S TARTS — 


THE INQUIRER’S Relief 


























tH Ship started for the 
Byik Island of Martinique, 
> from Norfolk, Va., on 
LH: Sunday, May rth. 
Be S| | 
Nm eat |” " The newspaper that is up- | 
O <52)] |< 
Si] | to-date is the one that is 
ist g followed by the people 7 
ju | and as a natural result, wf 


the advertisers. > 
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